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kets. As would be expected in
light of economic circum-
stances, little new housing has
been added on the High Desert
in recent months. During the
first half of 2011, a total of 188
new units were authorized by
permit for construction in the
High Desert area—mostly in
Victorville. Extrapolating six
months’ data to a full year sug-
gests total permit activity on the
order of 370 to 400 units a year,
comparable to the full-year per-
mit activity for 2010. 
In 2005, 8,295 new units
were authorized by permit in the
High Desert. Permit activity is
down ±95.0 percent from the
2005 level. An interesting
aspect of the permit data is the
increase in target value of new
single-family units being
authorized for construction on
the High Desert. This indicates
an above-average proportion of
these units are probably custom
homes. 
Southern California as a
whole and the High Desert,
building permit activity recently
has been at unprecedented low
levels, indicating that new sup-
ply is not a threat to the housing
market on the High Desert in the
near term in any sense of the
word. Foreclosures, short sales,
etc., occasioned by the unusual
financial structure of the hous-
ing market prior to the collapse,
however, imply ample supply.
The statistics suggest we
probably have passed the bot-
tom of the cycle, and that the
trends should improve in com-
ing months. Note, however, it is
likely to take quite some time to
return supply and demand con-
ditions to those we saw in 2007.
A simple extrapolation suggests
that recovery to this level of
market activity is unlikely to
occur before 2017—about six
years from now.
Even this doleful extrapola-
tion may be optimistic in light
of the relatively slower econom-
ic recovery evident currently
than was the case during recov-
ery from the 1990’s recession.
Unemployment rates contin-
ue to be extraordinarily high.
The official unemployment rate
probably understates the degree
of dislocation in terms of
employment evident in the real
world. One interesting glitz in
the employment data is that
although establishment-based
nonagricultural wage and salary
employment increased in the 12
months ended July 2011, the
other indicator of overall
employment—employment
estimates generated by house-
hold surveys—showed a net
decrease over the same interval,
which may mean that the net
effect of the improved employ-
ment figures may be less posi-
tive than they appear, reinforc-
ing Harry Truman’s observation
that he preferred one-armed
economists so they could not
resort to saying…”On the other
hand...” Over the 12-month
period ended July 2011, nona-
gricultural wage and salary
employment actually declined
in the Inland Empire, while on
an overall basis in Southern
California there was a net
increase. The bulk of the
increase occurred in San Diego
County and Orange County,
Tenuous...
continued from pg. 3
continued on page 22
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Questionable high-speed train projects are on a
collision course to nowhere
By Tommy Purvis 
It is too bad that Sig Rogich is an influential George W. Bush-era
lobbyist with deep roots in the Reagan revolution because the theft of
taxpayer money to finance the DesertXpress (DX) high-speed rail
line is far worse than Solyndra. But so far the right-wing sound
machine remains silent as Senate Majority Leader Harry Reid looks
over a loan shark deal between taxpayers and the federal government
for his favorite pet project. The perpetually fledging 186-mile,
Victorville-to-Las Vegas rail
line has already been approved
for public financing through a
loan from the Federal Railroad
Administration (FRA).
The transfer of public land
in the Mojave National Preserve
to private enterprise to meander
a route through the increasingly crowded Ivanpah Valley is the last
obstacle that remains for the $5.9 billion train tracks to nowhere to
leave the station. Another high-speed proposal—the often criticized
and shortsighted high desert dead end for the Obama administration-
designated Los Angeles-to-Las Vegas rail corridor—is the proof that
the DX is on the runaway course to bankruptcy. There are the serious
concerns that have been raised about the viability of the California
High Speed Rail (CHSR) project. The increasingly expensive, voter-
approved $99 billion rail line that is proposed to travel from San
Francisco to San Diego through the IE was a necessity for the DX to
reach the Los Angeles basin.
A proposed spur from Victorville to Palmdale made it possible for
the antiquated technology to navigate around the Cajon Pass. The
Government Accountability Office was quick to alert officials that
the DX will suffer from lackluster ridership. But do not expect any
reporters inside the Beltway to report that the White House’s review
of loans from the energy department was disingenuous when it does
not account for the Federal Railroad Administration loan to DX.
In the good old days of sound continued on page 19
Fallacy of the Untaxed Pot of Gold
By Thomas Del Beccaro, CRP Chairman 
With increasing frequency, offering new taxing mechanisms to
fund ever-growing governments is becoming in vogue. Whether it’s
tinkering with California’s Prop 13, marijuana taxes, or the newly
proposed 5% “service” tax in California, such proposals labor under
the false premise that there are untaxed pots of gold and that if only
we would tap them our budget problems would go away. Rather
than solve our problems, however, new taxes would weigh down our
economy even more and result in less revenue over time—not more.




By Dr. Alfred J. Gobar
Chairman, Alfred Gobar
Associates
The last issue of the
newsletter provided preliminary
evidence of improving econom-
ic conditions that will eventual-
ly affect the High Desert’s econ-
omy and real estate market.
Although recent trends are far
from robust, they do continue to
be positive. The low point in the
employment index in July 2011
is higher than the previous low
point, which is a positive indica-
tor. This relationship is made
more explicit in terms of change
in nonagricultural wage and
salary employment over the 12
months ended July 2011. During
this interval, the six-county
Southern California area experi-
enced growth in total non-farm
employment of 49,300 jobs—
about one-third the “average”
level of growth in nonagricul-
tural wage and salary employ-
ment in Southern California
over longer periods of time.
Gross increase in nonagricultur-
al wage and salary employment
in the six-county Southern
California area over this interval
was 65,300 jobs. This increase
was mitigated by a decline of
16,000 jobs in the government
sector, primarily in terms of fed-
eral government employment
and decline in state and local
education employment. 
These trends suggest some
improvement on the demand
side of the supply/demand equa-
tion that defines housing mar-






to regulate auto insurance rates
more than two decades ago, is
preparing a new initiative that
would force health insurers to
get state approval before they
could raise premiums.
Stricter controls are needed
to put some restraints on a
industry that’s reaping fat
returns for shareholders and
multimillion-dollar salaries for
executives while consumers
struggle to pay for coverage,
Rosenfield said. In California,
average premiums for family
coverage rose 7.5% in 2010,
according to the California
HealthCare Foundation. They
increased by 3% nationally for
the same period. About 1 in 5
Californians, or 7.2 million,
have no health insurance.
“Everybody knows the hor-
ror stories,” said Rosenfield,
continued on page 27
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It is better to give than to lend, and it costs about the same.
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Everyone may bring his little stone to assist in the construction
of a future pyramid.
Camille Flammarion
Give naught, get same.  Give much, get same.
Malcolm Forbes
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Despite these cycle declines, Inland Empire’s exports have grown
robustly over the past two decades. Total export volumes have risen
by more than seven-fold during the period, from around $811 million
in 1990 to $6.3 billion in 2010. Export growth was robust at a 12.9%
average annual pace from 1990-1999 as the region’s population and
economy grew. However, this was short of the astounding 17.4%
annual average rate that was recorded during the region’s economic
boom of 2003-2008. By 2008, Inland Empire exports had reached a
record high of $6.2 billion, almost doubling the $3.2 billion recorded
in 2004. Not surprisingly, manufacturing employment grew from
78,000 in 1990 to a record-high of 123,400 in 2006 which supported,
in part, the spectacular rise in export volumes.
After a dramatic collapse in 2009, global trade volumes picked up
robustly in 2010, exceeding even the most optimistic projections. The
IEES estimates that Inland Empire merchandise exports grew by
17.9% in 2010, reflecting increased demand for the region’s products
around the world. We estimate that export volumes from Inland
Empire reached $6.3 billion in 2010, surpassing their pre-recession
levels and setting a new record-high. The global slowdown of 2011
is expected to moderate last year’s growth with export volumes for
the region growing at 11.4% for the current year. This trend is also
expected to continue in 2012, as advanced economies continue to
struggle with high unemployment rates, financial instability, persist-
ent fiscal deficits, and continued fiscal austerity. Emerging markets
will also likely reduce to a certain extend their appetite for the
region’s exports as monetary and fiscal policy tightening slows down
growth in an attempt to reign in persistent inflation, a drastic influx
in capital flows, and potential asset price bubbles.
Over the next decade, the overall global expansion and the
approval of free trade agreements with South Korea, Panama, and
Columbia should support continued growth in Inland Empire’s mer-
chandise exports. In addition, accommodative monetary policy in the
U.S. -- which is expected to last until at least mid-2013 -- should con-
tinue to place further downward pressure on the U.S. dollar, which
bodes well for the region’s exports.
Inland Empire Exports by Country
In 2009, 57% of Inland Empire’s $5.4 billion of merchandise
exports went to the region’s top five trading partners: Canada, China,
Japan, Netherlands and Mexico. Over a third (34.7%) of total exports
went to the region’s two largest trading partners: Canada (with over
$1 billion) and Mexico (with $852 million). Exports to NAFTA coun-
tries have accounted for roughly one third of Inland Empire’s exports
over the last decade and these countries are expected to remain the
major trading partners for the region in the future given their proxim-
ity and historical economic ties to the area.
Canada survived the recession much better than the vast majority
of industrialized nations and grew by 3.1% in 2010, outperforming
many developed economies. Canada is the main destination country
for Inland Empire exports with total exports to the country amount-
ing to over $1 billion in 2009. Exports to Canada are projected to
increase to $1.7 billion by 2013, a 13.4% increase compared to the
2008 levels. However, after accounting for 24.1% of the Inland
Empires exports back in 2008, Canada’s share of Inland Empire’s
exports is projected to decrease to below 20% over the forecast hori-
zon.
While the overall share of Inland Empire’s exports to Canada
declined significantly during the continued on page 13
COMPUTER
This Password Thing
By J. Allen Leinberger
It wasn’t that long ago that I vented in this column about pass-
words. The problem is only getting worse and my temper is getting
shorter.
Amazon! I’m talking to you. And iTunes! You’re moving up the
list as well.
Nobody is more concerned than I am about security. Identity theft
gets worse everyday and companies, especially on the phone, just
don’t get it.
First, I will show you my driver’s license and credit card, but ask-
ing me to turn them over to you, is asking me to dump my bank
account out on the street. In fact, I’ve been told that only a law
enforcement officer can ask for your license. People who ask to hold
it are violating some kind of state law, because the license belongs to
the state, not you.
The credit card can be run through a device that gives people
unwanted access to your account. The 3-digit number on the back
was a great identity check, except everybody knows about it now and
it no longer serves a purpose.
In the meantime, the password thing is costing these online com-
panies money and they just don’t get it. I recently broke my own
promise and tried to download an audiobook from Amazon. They
denied my password. They never let you correct the matter. The
machine only lets you change it. So what is it now and what did it
used to be? I lost track. I changed the password and immediately
made my purchase. Except it wouldn’t accept the new one. I called
and got angry. (Shame on me. I know I can never win when I’m
angry.)  I finally got the thing to work only to find that the book, a
new Tom Clancy tome, sold in three parts and would take three hours
to download.
OK, so I played along. Then I needed a password to open the
downloaded file. As you might have guessed—none of the passwords
I tried would work. The audiobook file still sits in my computer,
unopened.
The good news was that after several hours online I got them to
refund my money. From now on, when I want an audiobook for my
iPod, I’ll check one out of the Public Library. I carry cards for sever-
al Inland Empire libraries. You should too.
Now comes a report from ABC news about what they call the 25
worst passwords on the Internet. They got the info from a Los Gatos
California software company called SplashData.
As you can see, some of these are just patterns that are formed on
the keyboard. I was personally surprised to see that birthdays and
anniversaries did not make the list. Also, why superman and not bat-
man or spiderman? I would guess that 007 were just too simple for a
password. In any event, SplashData continued on page 37
The worst passwords to use, in order, are:
1. password 2. 123456 3. 12345678
4. qwerty 5. abc123 6. monkey
7. 1234567 8.letmein 9. trustno1
10. dragon 11. baseball 12. 111111
13. iloveyou 14. master 15.sunshine
16. Ashley 17. Bailey 18. Passw0rd
19. Shadow 20. 123123 21. 654321
22. superman 23. qazwsx 24. Michael
25. Football
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SALES
Harsh Realities: Five Truths Halting Your Company’s Organic Growth
In today’s tough economy it
simply makes sense to grow
from within by developing dif-
ferentiated products and servic-
es that win over new customers
and keep current ones coming
back. Unfortunately, says Dan
Adams, few companies are able
to implement this kind of organ-
ic growth. He explains what
obstacles stand in their way.
Making a lasting change is
usually easier said than done.
Think about it. Most of us spend
more time talking about that
next diet or exercise program we
plan to start than we do actually
going through with it.
Businesses have just as much
difficulty going through with
change as individuals. Too
often, like those of us who are
unwilling to get up a little earli-
er to go on that morning run or
invest in the right pair of run-
ning shoes, companies are
unwilling or unable to carry out
the changes that need to be
made in order to grow organi-
cally.
Growing organically by cre-
ating differentiated products and
services is difficult. It requires
constancy of purpose and a will-
ingness to invest over time. The
problem, says Dan Adams, is
that consistent, successful
organic growth is steeped in
change. And the companies that
can’t make the transitions
required will always be left
behind.
“Investment in profitable,
sustainable organic growth must
be done at two levels,” says
Adams, author of “New Product
Blueprinting: The Handbook for
B2B Organic Growth.” First,
you must learn the new skills
and tools of ‘direct customer
engagement,’ and second, you
must apply what you’ve learned
with customers very early in the
new product development cycle.
“One important point needs
to be made,” adds Adams. “Too
many companies hear the word
‘investment’ and immediately
decide they can’t undertake this
kind of change when the econo-
my isn’t great. But both of these
investments are minor com-
pared to letting your R&D
department work at a 75 percent
fail rate developing products
that don’t interest your cus-
tomers or that aren’t any differ-
ent from what your customers
can get from your competition.”
Adams knows what he is
talking about. He has spent his
career helping some of the
largest business-to-business
companies in the world over-
come the obstacles that clog up
their organic growth engines—
the ability to develop new, dif-
ferentiated “stuff” that cus-
tomers want to buy. Through
New Product Blueprinting (the
process described in his book),
his company helps clients bring
clarity to the “fuzzy front end”
of product development.
“You probably work with
colleagues who behave in a per-
fectly rational manner most of
the time,” says Adams. “But
when your business creates its
operating budget and growth
plan, do you find that logic and
clear thinking yield to a bit of
self-deception?”
Adams points out four dis-
tinct signs that your company’s
plans for growth just aren’t
based in reality:
1. Your budget predicts your
sales will grow faster than the
markets you serve.
2. Your competitors—serv-
ing those same markets—
believe their sales will do the
same.
3. You don’t have a track
record of consistently taking
market share from competitors.
4. You can’t identify—with
a straight face—a key event or
initiative that will change all
this.
The bottom line is that rela-
tively few businesses know how
to achieve profitable, sustain-
able, significant growth. In fact,
notes Adams, most do not. If
your business is among the
many strugglers, what can you
do? Read on for Adams’s organ-
ic growth reality check:
Reality Check #1: You
can’t sustain faster growth than
competitors through better qual-
ity, service, or operational effi-
ciency. Those battles were
fought in past decades and—
while still necessary—are not
sufficient for a sustainable com-
petitive advantage today.
Reality Check #2:
“Remember, the growth you
desire comes only from giving
customers differentiated value.
In other words, value they can’t
get anywhere else,” explains
Adams. “I’ve seen businesses
that focus on ‘maximizing
shareholder wealth’ and busi-
nesses that focus on understand-
ing and meeting customer
needs. My money is always on
the second group.”
Reality Check #3: Most
companies do a miserable job of
developing new product differ-
entiation, a.k.a., “new customer
value.” On average, three out of
four products fail after they
enter the costly development
stage. Can you think of any
other area within your company
that abides a 75 percent defect
rate?
Reality Check #4: “Most
new products don’t fail because
R&D can’t come up with good
answers,” notes Adams. “They
fail because R&D is trying to
answer the wrong questions.
The supplier doesn’t know what
the customer really wants,
because the supplier is deciding
what the customer wants in his
own conference room.”
Reality Check #5: The
great thing is that these prob-
lems are completely solvable. In
a study representing 84 percent
of all global corporate spending
(The Global Innovation 1000),
Booz Allen Hamilton found that
directly engaging customers
gave suppliers superior results.
How superior? These suppliers’
profits grew three times faster
than those that just used “indi-
rect customer insight” to devel-
op new products.
“Did you catch that?” asks
Adams. “If you are directly
engaging customers, and your
competitors are using indirect
customer insight, you can
expect to grow your profits three
times faster! Now that would
make assembling an operating
budget more fun, wouldn’t it?
“But there’s a problem, and
it’s one we’re all familiar with.
Real change requires invest-
ment. And in a slow economy,
these investments rarely seem
feasible for cash-strapped com-
panies.”
However, for companies
willing to make these invest-
ments, Adams promises great
results.
“Consider what could hap-
pen if you make project-by-proj-
ect, front-end investments,”
says Adams. “Imagine your
team spent $50,000 flying
around interviewing prospective
customers to understand their
unmet needs. What would it take
to recover this front-end invest-
ment? In most cases, you would
recover these costs if you
improved your probability of
success by 1 percent; increased
market share by ? share point;
accelerated time-to-market by
one month; or raised pricing by
0.5 percent.”
Adams says a great example
of a company that accepted the
organic growth reality check put
before them is DuPont.
“DuPont has a rich history
of delivering differentiated
value through its products,” says
continued on page 38
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Top Colleges and Universities in the Inland Empire
Ranked by 2010 Enrollment
Institution Students: Faculty: Type of Institution Tuition & Fees: On Campus: Top Local Exec.
Address Total Enrollment Full-Time Year Founded Calif. Resident Room & Board Title
City, State, Zip Student-Faculty Ratio Part-Time Non-Resident (Avg. Yearly Cost) Phone/Fax
E-Mail Address
California State Polytechnic Univ. Pomona 21,190 559 Public, 4-Year and Graduate $3,564 $9,120 Dr. Michael Ortiz
1. 3801 West Temple Ave. 21:2 482 1938 $4,272 President
Pomona, CA 91768 (909) 869-2290/869-4535
www.csupomona.edu
University of California, Riverside 18,925 820 Public University $2,839 $13,280 Timothy White
2. 900 University Ave. 22:1 96 1954 $9,709 Chancellor
Riverside, CA 92521 (951) 827-1012/827-4362
tim.white@ucr.edu
California State University, San Bernardino 17,072 1,100 Public, 4-Year and Grad. $1,350 Per Qrt., Undergrad. $4,185-7,110 Albert K. Karnig
3. 5500 University Parkway 22:1 1,000 1965 $226 Per Unit+Fees, Non-Res. President
San Bernardino, CA 92407-2397 $1,513 Per Qtr., Grad. (909) 537-5188/537-7034
akarnig@csusb.edu
University of Phoenix 9,850 2 Private $475 Per Unit/Undergrad. N/A Bill Pepuicello
4. 3110 Guasti Rd. 10:1 489 1976 $625 Per Unit/Grad. President
Ontario, CA 91761 (909) 937-2407/969-2459
www.phoenix.edu
University of La Verne 8,328 194 Private $26,910 Undergrad. $10,920 Devorah Lieberman
5. 1950 Third St. 13:5 422 1891 President
La Verne, CA 91750 (909) 593-3511/971-2294
dlieberman@ulv.edu
California State University San Marcos 7,502 228 Public $1,825 Per Semester $5,800-$8,160 per yr. Karen S. Haynes
6. 333 S. Twin Oaks Valley Road 22.3:1 225 4-Year and Graduate $2,171 Per Semester depending on 10-12 mo. President
San Marcos, CA 92096-0001 1989 occ. or single/double (760) 750-4000/750-4033
www.csusm.edu/cbq
University of Redlands 4,317 214 Private Undergrad $31,994 $10,122 James Appleton
7. P.O. Box 3080, 1200 E. Colton Ave. 12:1 266 1907 Grad. $30,326 President
Redlands, CA 92373-0999 (909) 748-8390/335-4076
www.redlands.edu
Loma Linda University 4,100 2,500 Private/Health Sci. $520 Per Unit na Richard H. Hart
8. 11060 Anderson St. na 1905 na President
Loma Linda, CA 92354 (909) 558-4540/558-0242
rhart@llu.edu
California Baptist University 3,909 128 Comprehensive Private $23,500 $30,070 Dr. Ronald L. Ellis
9. 8432 Magnolia Ave. 16:1 85 1950 (Includes Tuition) President
Riverside, CA 92504 (951) 689-5771/351-1808
www.calbaptist.com
Chapman University (Ontario Campus) 2,554 4 Private $345 Per Unit/Undergrad. N/A Al DiStefano
10. 3990 Concours Dr., Ste. 100 15:1 50 -60 (Non-Profit) $415 Per Unit/Grad. Director
Ontario, CA 91764 1861 (Orange) (909) 481-1804/481-9510
ont@chapman.edu
Western University of Health Sciences 2,399 184 Graduate University Varies by Program N/A Dr. Philip Pumerantz, Ph.D.
11. 309 E. Second St./College Plaza 16:1 800 of Medical Sciences $17,500 - $28,010 Founding President
Pomona, CA 91766-1854 1977 (909) 623-6116/620-5456
www.westernu.edu
Claremont Graduate University 2,044 95 Private (Non-Profit) Graduate Research $16,849 $8,500 Per 10 Month Year Debra Freund
12. 150 E. 10th St. 12:1 72 1925 Per Semester President
Claremont, CA 91711 (909) 621-8000/607-7911
Pomona College 1,522 178 Public $35,625 $12,220 David Oxtoby
13. 550 N. College Ave. 8:1 39 1887 President
Claremont, CA 91711 (909) 621-8131/621-8671
president@pomona.edu
Claremont McKenna College 1,211 150 4-Year Undergraduate $37,060 N/A Pamela B. Gann
14. 500 E. Ninth St. 8:1 21 1946 President
Claremont, CA 91711 (909) 621-8088/621-8790
www.claremontmckenna.edu
La Sierra University 1,051 122 Private $620 Per Unit/Undergrad $2,236 Per Quarter Randall Wisbey
15. 4500 Riverwalk Parkway 15:1 95 1922 $570 Per Unit/Grad. President
Riverside, CA 92515 (951) 785-2000/785-2406
rwisbey@lasierra.edu
Pitzer College 1,000 75 4-Year Undergrad., Coed, $35,912 $10,212 Dr. Laura Trombley
16. 1050 N. Mills Ave. N/A 10 Private, Liberal Arts $29,852 President
Claremont, CA 91711 1963 (909) 621-8129/621-8479
admissions@pitzercollege.com
Scripps College 944 80 Private/Liberal Arts $37,736 $11,500 Lora Bettison-Varga
17. 1030 Columbia Ave. 10.2:1 28 1926 $35,850 President
Claremont, CA 91711 (909) 621-8148/607-8004
www.scrippscollege.edu
continued on page. 17
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STOCK CHART
Duff & Phelps, LLC
One of the nation’s leading investment banking and financial
advisory organizations. All stock data on this page is provided by
Duff & Phelps, LLC from sources deemed reliable. No recom-
mendation is intended or implied. (310) 689-0070.








Notes: (H) - Stock hit fifty two week high during the month, (L) - Stock hit fifty two week low during the month, NM - Not Meaningful
American States Water Company 
Channell Commercial Corp.
CVB Financial Corp. (H)
EMRISE Corporation 
Hansen Natural Corporation (H)
Hot Topic Inc.
Kaiser Federal Financial Group, Inc. 
Outdoor Channel Holdings, Inc. 
Physicians Formula Holdings Inc.
Provident Financial Holdings Inc. (H)
Watson Pharmaceuticals, Inc. 
Watson Pharmaceuticals, Inc. 18,759,800
Hansen Natural Corporation 15,187,440
CVB Financial Corp. 11,830,950
Hot Topic Inc. 11,099,560
American States Water Company 2,119,620
D&P/IEBJ Total Volume Month 60,130,940 
Ticker 11/21/11 10/31/11 %Chg. 52 Week 52 Week Current P/E Exchange












35.42 34.94 1.4 38.10 30.53 15.3 NYSE
0.10 0.15 -33.3 0.45 0.02 NM OTCPK
9.53 9.71 -1.9 10.27 7.28 14.4 NASDAQGS
0.54 0.51 5.9 1.19 0.20 NM OTCBB
88.14 89.09 -1.1 97.31 48.28 30.4 NASDAQGS
7.05 7.56 -6.7 8.74 5.05 NM NASDAQGS
11.92 11.76 1.4 14.70 9.58 12.1 NASDAQGM
6.95 7.47 -7.0 8.50 5.18 90.3 NASDAQGM
2.97 3.08 -3.6 6.79 2.54 NM NASDAQGS
9.10 9.06 0.4 9.47 6.29 9.5 NASDAQGS
64.93 67.16 -3.3 73.35 48.20 44.6 NYSE
Company Current Beg. of Point %Change
Close Month Change
American States Water Company  35.42 34.94 0.48 1.4%
Kaiser Federal Financial Group, Inc.  11.92 11.76 0.16 1.4%
Provident Financial Holdings Inc. (H) 9.10 9.06 0.04 0.4%
Hansen Natural Corporation (H) 88.14 89.09 -0.95 -1.1%
CVB Financial Corp. (H) 9.53 9.71 -0.18 -1.9%
Company Current Beg. of Point %Change
Close Month Change
Outdoor Channel Holdings, Inc.  6.95 7.47 -0.52 -7.0%
Hot Topic Inc.  7.05 7.56 -0.51 -6.7%
Physicians Formula Holdings Inc.  2.97 3.08 -0.11 -3.6%
Watson Pharmaceuticals, Inc.  64.93 67.16 -2.23 -3.3%
CVB Financial Corp. (H) 9.53 9.71 -0.18 -1.9%
THE GAINERS
Top five, by percentage
THE LOSERS
Top five, by percentage
December 2011
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HR/EMPLOYMENT
50 and Fired? How to Sell Yourself When No One is Buying
By Tucker Mays and Bob Sloane
There have been a plethora
of advice for job seekers on how
to conduct a successful inter-
view. However, there has not
been much focus on the toughest
interview of all, the one you
face when you are over 50. The
over 50-age group has the high-
est rate of unemployment today,
and the highest level since the
Great Depression. And, it takes
this group longer than ever to
find a job; over a year for most,
and two years or more for many.
Interviewing is especially
challenging for executives over
50, because most recruiters and
company hiring authorities have
a bias against hiring “older”
workers, and most of whom are
not good at interviewing to start
with. Promoted up through the
ranks or recruited to better jobs
with new companies, they never
had to learn how to interview
seriously for a job while out of
work.
There are five important
ways the over 50 job seeker can
win the interview.
The Five Keys to
Interviewing Success
1. Pre-empt the Age Issue
As this is the most important
thing you must do, we will
devote most of our article to this
critical need.
Know that the elephant in
the room is your age. Should
you sweep this under the rug
and hope it does not come up or
wait until it does and address it
then? Neither. All effective
salespeople know that the best
way to counter a major, antici-
pated objection is to address it
first.
Don’t be defensive about
your age. Instead, subtly intro-
duce examples in you career his-
tory that reinforce your “age-
lessness.”  Do this by making
your age an asset. Specifically,
describe the special abilities you
have gained that are most in
demand today that will give you
an advantage over less experi-
enced younger executives.
Problem Solving
At age 50 or over, there are
few challenges you have not
faced, or solutions you have not
considered or tried. You have
learned what action steps work
best for certain situations, and
what do not. Because of this
experience, you are now able to
solve business problems faster
than most job seekers younger
than you. You can more quickly
identify the important drivers
impacting underperformance
and the best solutions to shorten
the time required to improve
sales and profit results. Give rel-
evant examples in your career.
People Management
You have learned that peo-
ple are a company’s most valu-
able asset. It is a given that com-
panies with the best people usu-
ally perform the best. Knowing
that, you have discovered over
time how to quickly assess who
should stay and who should go,
and how to make those who stay
even better. You have helped
them to strengthen their innate
abilities, make more informed
decisions, and work more effec-
tively with others on a team.
Cite examples of people you
managed who went on to suc-
cessful careers, or those who
struggled, but flourished when
you changed their responsibili-
ties to better match their skills.
Judgment
Good judgment is a highly
valued trait for all successful
executives. Companies now
demand it. At 50, your extensive
business experience enables you
to make better decisions across a
broad array of alternative cours-
es of action. From who to fire
and who to hire, to where to cut
and where to spend, you are in a
better position to make these
important decisions than
younger executives because you
have faced and made more of
them.
During the interview identi-
fy examples in your career
where you quickly identified
drivers impacting performance
and implemented solutions that
improved sales and/or profits.
Leadership
As few executives are born
leaders, this ability takes time to
develop.  At your age, you will
most likely have more proven
leadership experience than those
younger than yourself. During
interviews describe examples of
challenging situations where
you led teams, initiated new
programs and projects, spear-
headed a company’s shift to a
new direction, or motivated
your people to achieve aggres-
sive goals.
Further, leaders are decisive.
They evaluate options, chose
what they believe is the best
course of action, and commit to
it. You must do the same in a job
interview. After researching the
company, be very clear on the
ways you would leverage your
extensive experience to help
them achieve their goals.
2. Describe Your Flexible
Management Style
There is a perception that
over 50 job seekers have
become set in their ways and are
reluctant to change how they
manage. Describe how you
modified your approach to fit
different challenges and varied
business cultures. For example,
you could discuss how you
altered management style when
working on special projects.
You had to adjust to changing
priorities, make quick decisions
with limited information, pro-
duce with fewer resources, and
manage individuals on a team
that did not report to you. You
can also talk about how you
responded to unanticipated
threats to your business such as
late shipments, a product recall,
loss of a major client, or a new
government regulation.
3. Cite Success Working
for a Younger Boss
Recruiters and companies
are concerned that executives
over 50 will have problems
reporting to a younger superior.
Egos get in the way, and
younger individuals may view
your greater experience as a
potential threat to their job secu-
rity. During interviews with
recruiters and HR personnel
describe examples where you
enabled a younger boss or boss-
es to succeed, grow, and
advance their careers. When
interviewing with a prospective
superior who is younger than
yourself, ask him or her what
their greatest challenges are, and
cite specific examples of how
you believe your skills and
experience can make their job
and mission easier. You will be
less likely to be considered a
threat when you demonstrate
that you respect their authority
and are as committed as advanc-
ing their career as you are your
own.
4. Adapt a Flexible
Compensation Position
You will have a significant
advantage over younger candi-
dates when you are willing to
accept less salary up front in
exchange for greater perform-
ance-based bonus and or equity.
Companies prefer executives
who are willing to prove them-
selves first and “bet on the out-
come.” Decide what minimum
salary you need during prepara-
tion for interviews. When asked
what your salary requirements
continued on page 38
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Hotel Suites in the Inland Empire
Ranked by Total Number of Suites
B=Business Service C=Concierge CB=Complimentary Cont. Break. CH=Comp. Cockt. Hour CR=Corporate Rates F=Fitness Facility
FP=Free Parking G=Golf Course GS=Gift Shop H=Handicapped Rooms I=In Room Movies L=Lounge
N=Non Smoking Rms. P=Pool On Site R=Restaurant T=Tennis W=Weekend Packages X=Transfers to/from Airport
Hotel Name Number Rate Range Year Built Owner Number of Amenities Top Local Executive
Address of * May be Yr. Renovated Headquarters Employees Title
City, State, Zip Suites Seasonal Phone/Fax
E-Mail Address
Hyatt Grand Champions Resort 580 $200-800 1986 Grand Champions LLC 400 B,C,F,FP,G,GS,H,I,L, Allen Farwell
1. 44-600 Indian Wells Lane 2006 Greeley, CO N,P,R,T,W, General Manager
Indian Wells, CA 92210 (760) 341-1000/674-4382
afarwell@hyatt.com
Sheraton Hotel Fairplex 247 $129-229 1992 L.A. County Fair Assoc. 200 B,FP,N,C,D,CB,CG, John Gilbert
2. 601 W. McKinley 2004 Pomona, CA CR,I,R,F,L,H,CH,W,X,P General Manager
Pomona, CA 91768 (909) 622-2220/622-1028
john.gilbert@sheraton.com
The Residence Inn by Marriott 200 $99-299 1985 Island Hospitality 56 CB,CH,X,I, Ron Carter
3. 2025 Convention Center Way 2007 Palm Beach, FL FP,N,P,CR,H,W General Manager
Ontario, CA 91764 F,T (909) 937-6788/937-2462
ontariogm@ih-corp.com
Embassy Suites Palm Desert 198 $99-269 1984 Shamrock Hostmark 100 H,CR,I,L,CB,CH,T, Dwight Miyakawa
4. 74-700 Highway 111 2008 Shaumburg, IL F,P,G,B,FP,N,GS,R General Manager
Palm Desert, CA 92260 (760) 340-6600/340-9519
d.miyakawa@hilton.com
Hyatt Regency Suites P.S. 193 $79-600 1986 GGS Co. Ltd. 150 B,FP,N,C,P,GS, Dan Putnam
5. 285 N. Palm Canyon Dr. 1991 Hotel Holding Division R,CR,I,H,F,L,W,X General Manager
Palm Springs, CA 92262 in California (760) 322-9000/969-6005
www.palmsprings.hyatt.com
Ayres Hotel & Suites 167 $99-179 1994 Ayres Hotel Group 50 B,CR,R,X, CB,F, Amy Delgadillo
6. 1945 E. Holt Blvd. Costa Mesa, CA Eve. Social Hr., General Manager
Ontario, CA 91761 In-Room Refer., Microwave, (909) 390-7778/937-9718
H,N,FP,CH,P,I www.aryeshotels.com
Country Suites by Ayres 164 $69-89 1998 Ayres Hotel Group 28 FP,N,P,CH,H,CR,W,F, Jim Keeby
7. 1900 Frontage Rd. 2003 Costa Mesa, CA Cardio Fitness Room, Comp. Full General Manager
Corona, CA 91720 Breakfast/Eve. Refreshments, (951) 738-9113/738-9182
In-Room Refer., Microwave jimkeeby@ayreshotels.com
Renaissance Palm Springs Hotel 158 $119-249 1987 Highland Hospitality 150 B,C,CR,F,FP,GS, John Daw
8. 888 E. Tahquitz Canyon Way 2009 McLean, VA H,I,L,N,P,R,S,W,X General Manager
Palm Springs, CA 92262 (760) 322-6000/416-2900
www.renaissancepalmspringshotel.com
Best Western Inn Suites 150 $89-169 1990 Inn Suites International 67 CB,CR,P,CH,L Peter Niles
9. 3400 Shelby St. 2007 Phoenix, AZ FP,GS,H,I,N,R,X General Manager
Ontario, CA 91764 (909) 466-9600/941-1445
pniles@innsuites.com
Ayres Suites at the Mills Mall 138 $109-179 1998 Ayres Hotel Group 50 B,CR,R,X, Comp. Breakfast/ Carlos Mendoza
10. 4370 Mills Circle 2004 Costa Mesa, CA Eve. Social Hr., General Manager
Ontario, CA 91764 In-Room Refer., Microwave (909) 481-0703/484-2601
cmendoza@ayreshotels.com
Shilo Hilltop Suites and Conv. Center 129 $109-169 1992 Mark S. Hemstreet 45 B,P,ST,C,R,W,CB,H,R, Jay Myers
11. 3101 Temple Ave., Portland, OR CR,I,F,X,L,SA, General Manager
Pomona, CA 91768 N,SD,FP,OC,SR (909) 598-7666/598-5654
jay.myers@shilohilltopinns.com
Country Inns & Suites, by Carlson 120 $49-59 1987 Cambridge Group 32 FP,CB,CH,X,P,CR,N,H,I Pamela Rivard
12. 231 N. Vineyard Ave. 2002 Ontario, LP Full Kitchens, Eve Social Hour General Manager
Ontario, CA 91764 (909) 937-6000/472-9010
pamela.rivard@countryinns.com
Towne Place Suites 112 $89-139 Campbell Lodging na B, K, CB, CR, F, FP, GS, Shannon Labbe
13. 9625 Milliken Ave. 2005 Brea, CA H, I, L, N, P, S, W,X General Manager
Rancho Cucamonga, CA 91730 (909) 466-1100/466-1101
cmpm047@cmpm.net
Country Side Suites (by Aryes) 107 $69-205 1991 Ayres Hotel Group 30 FP,N,P,CR Dwan Lewis
14. 204 N. Vineyard Ave. 2001 Costa Mesa, CA H,W,CH,X General Manager
Ontario, CA 91764 (909) 937-9700/937-2070
d.lewis@ayreshotels.com
Ayres Inn 101 $79-99 1989 Ayres Hotel Group 25 Full Buffet Breakfast, Scott Smith
15. 2260 Griffin Way 2005 Costa Mesa, CA Evening Refreshments, General Manager
Corona, CA 92879 Comp. Guest Laundry, (951) 734-2140/734-4056
Exercise Room ssmith@ayreshotels.com
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MANAGEMENT
How to Be a Memorable Leader
By Jean Kelley
If you look back over your
career, chances are you can
identify one or two people
who stand out as memorable
leaders. Even if these people
didn’t hold an official leader-
ship role, their actions and
words rallied people together
to achieve a common goal.
And whether that goal was
large or small, far reaching or
contained, you remember
these leaders for a long time.
While there are many great
leaders in the world, not all of
them are truly memorable—
that is, they don’t leave an
impression that lasts beyond
their current accomplishment
or focus. But being memo-
rable is essential if you want
long-term success. So what
makes one leader memorable
and puts another in the “out of
sight, out of mind” category?
It comes down to three key
elements. Develop these char-
acteristics in yourself and you,
too, can be a memorable
leader.
Know Who You Are
Socrates said, “The unex-
amined life is not worth liv-
ing.” While that’s a little
harsh, it does make the point
that everyone must examine
their life. For what? To pin-
point your “moral compass”—
your true values. Memorable
leaders know their values,
why those values are impor-
tant, and how those values
play out in life.
Realize that you can’t have
one set of values in your work
life and a different set in your
personal life. You take your
set of values with you every-
where, and a mess up in one
area of life can easily affect
another. For example, it was a
seemingly personal value that
distracted and somewhat
derailed Bill Clinton’s career,
not a business value, which
shows that values are not com-
partmentalized. So if you
don’t examine your life and
know what you stand for, you
can easily get sidetracked.
Getting to know yourself
starts with honesty—with oth-
ers and yourself. While most
people have “cash register”
honesty, meaning they’d never
steal money from their
employer, they aren’t always
honest in other ways. Perhaps
they tell the world they value
one thing, yet display some-
thing else. For example, some
people will tout the value of
hard work and claim they
work harder than anyone else.
Yet when you really look at
their work behaviors, you find
that they’re spending most of
the day on long conversations
that have little to do with work
or are surfing the Internet—
things that don’t advance the
company. That’s not personal
honesty or personal aware-
ness.
If you’re having trouble
knowing who you are and
what you stand for, ask a trust-
ed colleague or family mem-
ber to give you feedback. You
can also opt to do a formal
360-degree feedback assess-
ment, which enables others to
give objective insight on how
they view you.
Know Your Vision,
Communicate It, and Live It
A Harvard Business
School professor once said,
“The only thing a CEO needs
to do is communicate their
vision, communicate their
vision, and then communicate
their vision.” Why is commu-
nicating the vision so impor-
tant? Because if you don’t
know where you’re going and
tell others where you’re going,
then you and everyone around
you are going to lose the way.
With all the things employees
have going on in their lives,
they’re distracted during some
of the week, so it’s easy for
them to get off track.
Memorable leaders keep com-
municating the vision so
everyone is always on the
same page.
Living your vision and
your company’s core values
means everyone—those you
report to and those who report
to you—knows the vision as
well. If you don’t understand
your company’s vision or core
values, have a conversation
with your boss about them.
Without vision and values,
both companies and people
lose their way—people are
floundering, no one knows
what they should be doing,
and people hide their potential
talent. Not a good situation for
sure! For example, in a manu-
facturing company, getting the
product out on time isn’t a
core value and has nothing to
do with the company’s vision.
In order to have a healthy and
synergistic team, people need
to connect to something big-
ger than a goal of moving
product. Vision and values
make the difference.
Also realize that communi-
cating a vision does not mean
the leader needs to be talka-
tive. Many memorable leaders




they exemplify their vision,
not just tout it.
Be Teachable
Being open to learning
new things and admitting your
limitations and your struggles
give you power; it’s not a
weakness. Realize that people
don’t want to think they’re
following a robot. They want
to know that whoever they’re
following is real.
Memorable leaders teach
other leaders and are interest-
ed in the development of peo-
ple beneath them. That’s why
you need to be in touch with
your direct reports and learn
their dreams, goals, and career
aspirations. As the old quote
says, “People don’t care how
much you know until they
know how much you care.” So
the “teachable” part goes in
two directions: you have to be
willing to learn for yourself
and you have to be willing to
teach others.
Finally, Peter Drucker, the
father of modern management,
once said, “Leaders are read-
ers.” That means it’s important
you know what’s going on in
all industries, not just your
own. Staying too focused on
one viewpoint of issues makes
you one-dimensional.
Creativity comes from com-
bining what you know with
what other leaders know and
then adapting it to your own




Forbes, and Inc. are favorites
of memorable leaders.
A Leader for the Ages
While few people are natu-
ral born leaders, you can learn
to be a memorable leader and
have people lining up, asking
to work for you. All it takes is
a commitment to lead others in
a way that reflects your deep-
est held values, embraces your
vision, and encourages life-
long learning. The more you
commit to practicing and liv-




or go to www.jeankelley.com.
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Although unemployment in California remains the second high-
est in the nation at 12.9 percent and the Inland Empire’s rate is even
higher at 13.5 percent, there are some bright spots when it comes to
business growth and expansion in San Bernardino and Riverside
Counties.
To illustrate some of those businesses succeeding during these
tough economic times, Senator Dutton is introducing a monthly
“Business Spotlight.” The monthly “Business Spotlight” program
will not only tell you about businesses in your neighborhood, but also
how they give back to the community to make the Inland Empire a
better place to live, play and work. This month Nongshim America
and Homes for Heroes are featured. Nongshim America: a noodle
factory on Sixth Street in Rancho Cucamonga is actually expanding
their business – an unusual circumstance in today’s economy.
The success of their business has actually meant that they will be
adding a new production line in addition to their existing three lines.
The 260,000-square-foot facility represents the company’s first ven-
ture outside of Asia, where they have eight manufacturing plants in
Korea and China.
Nongshim is also actively involved in giving back to the commu-
nity through their Love Concert Program and their Food Banks,
which provide necessities to children and families in need. They have
also set aside the Youlchon scholarship program to assist students in
their educational goals. The Rancho Cucamonga facility, producing
what we commonly call ramen noodles, ships its bags and bowls of
noodles throughout the United States, Canada and Mexico. Their
product is very familiar to those who go camping, live in campus
dorms or are looking for an inexpensive meal.
The company produces 1 mil- continued on page 39
Blue Cross Sued for Illegally
Raising “Annual” Deductibles in
Middle of the Year
Hikes and Coverage Changes Make Consumer
Contracts a Sham, Says Group
More than 100,000 California Blue Cross consumers are part of
a class-action lawsuit brought by the non-profit Consumer
Watchdog targeting the health insurer’s May 1 increases to “annual”
deductibles and other out-of-pocket costs. The suit also targets other
recent changes that allow Blue Cross to alter any terms of con-
sumers’ contracts on just 60 days’ notice, including which health
care services and benefits are covered, rendering the contracts “illu-
sory,” according to Consumer Watchdog. Download the complaint –
case number BC 473408 – filed in Los Angeles Superior Court here:
www.consumerwatchdog.org/resources/conformedcomplaint.pdf
“When Blue Cross changes ‘annual’ deductibles and other costs
and coverage at a whim, the result is a moving target. Consumers are
left with no certainty about what they will have to pay and what cov-
erage they’ll receive,” said Jerry Flanagan, staff attorney for
Consumer Watchdog. “When consumers purchase health insurance
they carefully consider the price they’ll pay and the coverage they’ll
receive. If Blue Cross is allowed to boost profits by changing prices
and reducing coverage every two months, then the ‘contract’ is
worthless.”
Consumer Watchdog said by making the unilateral changes to
consumers’ health insurance contracts Blue Cross breached those
contracts and violated provisions of state law barring deceptive and
misleading insurance policies, as well as other laws barring “uncon-
scionable” contract terms. The lawsuit targets two changes that
Consumer Watchdog said render the contracts “illusory”:
• In February—just two months into the year—Blue Cross
sent its California customers a letter notifying them that as of May 1
the company would dramatically increase “annual” deductibles and
other “annual” and “yearly” out-of-pocket costs, including “annual”
co-pays and the total amount consumers must pay out of pocket each
year.
• In May, Blue Cross implemented the mid-year increases
announced in February and sent another notice to consumers—this
time informing them in the fine print of the contract endorsement
that as of Aug. 1 Blue Cross could make changes to any “terms and
conditions” of consumer contracts, including which health care serv-
ices and benefits are covered, on just 60 days’ notice.
Blue Cross claimed that the mid-year changes to “annual” and
“yearly” out of pocket costs were necessary to protect consumers
from premium increases, yet Blue Cross:
• Simultaneously increased premiums by up to 20% or more.
• Had five times the required reserves (tangible net equity
[“TNE”])—$1.2 billion in excess of state-mandated TNE—as of
June 30, 2011 while the company paid $525 million in dividends to
shareholders in 2010.
At least 11 polices are affected by the mid-year deductible
changes: PPO Share 500, PPO Share 1000, PPO Share 1500, PPO
Share 2500, PPO Share 3500, PPO Share 3500-R, PPO Share 5000,
PPO Share 7500, Individual HMO, Individual Select HMO, and
Individual HMO Saver. (Note: The number in the plan name
denotes the “annual deductible.”)
“Years ago I was diagnosed with breast cancer. Even though I
have other coverage through my continued on page 31
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Community Colleges in the Inland Empire
Ranked by Enrollment
Institution Students: Faculty: Type of Institution Tuition & Fees: Top Local Exec.
Address Total Enrollment Full-Time Year Founded Calif. Resident* Title
City, State, Zip Faculty-Student Ratio Part-Time Non Resident Phone/Fax
E-Mail Address
Mt. San Antonio Comm. College 40,000 395 Comm. College $20 per Unit John S. Nixon, Ph.D.
1. 1100 N. Grand Ave. 1:30 884 1946 $201 per Unit President
Walnut, CA 91789 (909) 594-5611/598-2303
www.mtsac.edu
Riverside City College 35,785 245 Public $20 per Unit Jan Muto
2. 4800 Magnolia Ave. 1:24 485 1916 $201 per Unit President
Riverside, CA 92506 (951) 222-8000/222-8035
www.rcc.edu
Chaffey College 20,500 240 Comm. College $20 per Unit Henry D. Shannon, Ph.D.
3. 5885 Haven Ave. 1:32 620 1883 $203 per Unit Superintendent/President
Rancho Cucamonga, CA 91737 (909) 652-6000/941-2783
www.chaffey.edu
Victor Valley College 14,000 132 Comm. College $26 per Unit Dr. Robert Silverman
4. 18422 Bear Valley Rd. 1:22 500 1961 $203 per Unit Superintendent/President
Victorville, CA 92392 (760) 245-4271/245-9019
www.vvc.edu
San Bernardino Valley College 12,090 150 Comm. College $21 per Unit Denise Whittaker
5. 701 S. Mt. Vernon Ave. 1:20 252 1926 $210 per Unit President
San Bernardino, CA 92410 (909) 888-1996/889-6849
www.valleycollege.edu
Mt. San Jacinto College 12,000 96 Comm. College $20 per Unit Roger Schultz
6. 1499 North State St. 1:28 350 1963 $201 per Unit President
San Jacinto, CA 93583-2399 (951) 487-6752/654-6236
www.msjc.edu
College of the Desert 11,468 105 Comm. College $20 per Unit Jerry Patton
7. 43-500 Monterey Ave. 1:21 385 1958 $210 per Unit President
Palm Desert, CA 92260 (760) 773-2500/341-9732
www.collegeofthedesert.edu
Crafton Hills College 5,800 76 Comm. College $20 per Unit Gloria M. Harrison
8. 11711 Sand Canyon Road N/A 126 1972 $206 per Unit President
Yucaipa, CA 92399 (909) 794-2161/794-0423
www.craftonhills.edu
Palo Verde College 4,300 42 Public $20 per Unit James W. Hottois
9. One College Dr. N/A 112 1947 $201 per Unit President
Blythe, CA 92225 (760) 921-5500/921-5590
www.paloverde.edu
Barstow Community College 4,100 41 Comm. College $20 per Unit. Tom Armstrong
10. 2700 Barstow Rd. 1:20 104 1959 $204 per Unit President
Barstow, CA 92311 (760) 252-2411/252-1875
www.barstow.edu
Community Christian College 100 1 Private Community $215 per unit Dr. Friedhelm Radandt
11. 251 Tennessee St. 1:8 15 1995 President
Redlands, CA 92373 (909) 335-8863/335-9101
www.cccollege.edu
recession, dropping from 24.1% in
2008 to 18.8% in 2009, the share of
exports to Mexico jumped apprecia-
tively, rising from 9.6% in 2008 to 15.9% in 2009. This likely reflects
the large peso depreciation against the dollar during the crisis which
boosted exports to the region. The share of exports to Mexico is pro-
jected to remain high over the next three years, with over 14% of the
exports from the region going to that country.
A major recent change in the composition Inland Empire trading
is the significant rise in exports to the Netherlands. The Netherlands
has become an increasingly important trading partner accounting for
just under $600 million (11.1%) of Inland Empire exports in 2009. In
2005, exports to the Netherlands amounted to only $167 million -- or
4.4% of all exports from the region -- which means that they
increased by 3.5 times in a span of just 4 years. Exports to the
Netherlands are forecasted to grow over the forecast horizon rising
by 13.6% in 2012 and 16.9% in 2013.
China and Japan are the two main Asian trading partners of the
Inland Empire. Together, they combined for almost $600 million of
exports in 2009 -- roughly 11% of total exports. Going forward,
Japan’s share of the Inland Empire’s exports is projected to decrease
to below 5.5% from a five year historical average of 6.7% with
exports to China remaining steady at around 6.2%. Export growth to
these countries will continue to surge: exports to China are projected
to grow by 84.8% during the four-year period from 2009-2013,
whereas exports to Japan will grow by 64.9% over the same period.
The jump in exports will reflect, in large part, currency adjustments
as the U.S. dollar depreciates against the yen the Chinese yuan as
political pressure mounts on a much-delayed appreciation of the
Chinese currency.
In 2009, at the height of the recession, export volumes from
Inland Empire fell in all major regions. A large decline was recorded
by the European Union with an astounding -18.1% drop compared to
a year earlier and a decrease to Asia of -16.2%. The sharp decline in
exports to Europe reflects weak fundamentals in Eurozone as well as
a dollar appreciation against the euro at the height of the financial cri-
sis as investors flocked to the relative safety of U.S. Treasuries.
Exports to NAFTA fell by a smaller - 11.4% reflecting both a milder
recession in Canada and a significant depreciation of the Mexico
peso against the dollar. Prior to the recession, from 2005-2008,
exports to all three regions were expanding at a robust pace of over
13% per year.
The only two regions that recorded an increase in exports from
the Inland Empire area during 2009 were Africa and OPEC -- with
both regions having experienced a smaller downturn in 2009 com-
pared to the rest of the world. The
International...
continued from pg. 5
continued on page 15
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The Facts about Medicare Premiums
By David Sayen
You may have heard rumors lately that Medicare Part B premi-
ums are shooting up – by as much as 200 percent.  Those rumors are
completely false, I’m happy to say.
In fact, for most people with Medicare, the Part B premium will
rise by $3.50 per month in 2012. That means the total monthly pre-
mium will be $99.90.
Medicare is divided into four parts, A, B, C, and D. Part A pays
for hospital inpatient care, skilled nursing care, hospice, and some
home health care.
Part B pays for doctor services, outpatient care, and some other
types of home health.
Part C, also known as Medicare Advantage, finances managed
care plans, like HMOs and PPOs, operated by private companies
approved by Medicare. And Part D is the Medicare prescription drug
program.
Only about 1percent of people with Medicare pay Part A premi-
ums, since they paid enough in Medicare taxes over their working
lives to qualify for premium-free Part A. We expect Part C premiums
to be 4 percent lower, on average, next year. And Part D premiums
will be about the same next year as this year.
People with Medicare pay 25 percent of their Part B premiums;
the government picks up the rest. The actual amount of the premium
is set each year based on expected care costs for all Medicare bene-
ficiaries.
The “standard” Part B premium of $96.40 – the amount paid by
most beneficiaries – had stayed the same since 2008, under a law that
prohibits increases in Part B premiums in years in which there’s no
cost-of-living increase in Social Security payments.
But retired workers will receive an average of $43 more each
month in their Social Security checks next year. That will more than
offset the $3.50 per month rise in standard Part B premiums.
The Part B deductible for 2012 will be $140, a decrease of $22
from this year.
The Part A deductible paid by beneficiaries when admitted as a
hospital inpatient will be $1,156 in 2012, an increase of $24 from this
year’s $1,132. This change is well below increases in previous years
and general inflation.
I also wanted to let you know that, thanks to the Affordable Care
Act, people who fall into the Part D “donut hole” will be eligible for
50 percent discounts on covered brand-name drugs next year. About
1.8 million Medicare beneficiaries have gotten cheaper drugs this
year through the discount. continued on page 39
Rancho Cucamonga Chamber of Commerce
Special Events
• The State of the City luncheon, Wednesday, Feb.
15, 2012, 11:30 a.m. - 2:00 p.m. at Etiwanda
Gardens is an address by Mayor L. Dennis
Michael of Rancho Cucamonga on the economic
health of the city. For more information please contact Paulette at the
Chamber 909.987.1012 x107 
• The Spring Swing golf tournament is held
each year in May (Tuesday, May 1st in 2012)
in conjunction with the City of
Rancho Cucamonga’s “Business
Appreciation Week.”
• 36th Annual Installation Dinner.  Held on June 29th in
2012. This event marks the end and beginning of the
Chamber year (June 30/July 1).
Outgoing officers and chairs are
recognized and the new incoming
board and officers are sworn in.
• The Grape Harvest Festival will be held Aug.
17-19, 2012.
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INLAND EMPIRE BUSINESS PROFILE
Rotolo Chevrolet Dealership
In 1981 Mariano Rotolo
asked his daughter, Marie, to
give up her career in another
industry and join him at the
Rotolo Chevrolet dealership.
Marie joined Rotolo in 1982
and started learning the busi-
ness.  Mariano solely owned
and operated Rotolo Chevrolet
until September 1995.  At that
time Marie purchased stock in
the corporation and became the
dealer operator of Rotolo
Chevrolet.  Marie purchased
land and built a new facility.  In
August of 2006 Rotolo
Chevrolet opened for business




R o t o l o
C h e v r o l e t ,











be a community member.  The
business regularly makes cash
donations to Fontana Girls




Oleander Middle School sci-
ence club; Summit, Kaiser, AB











Little League; North Rialto
Little League and South
Fontana Little League.
Among their other commu-
nity involvements under Marie
Waddingham’s leadership,
Rotolo built to suit a dedicated
secure office, working area, and
sleeping quarters with bath-
room for the Fontana Police
Association as appreciation for
their service to the community.
Before she took over,
Mariano Rotolo founded
Rotolo Chevrolet in Fontana.
He was a local businessman liv-
ing and doing business in
Fontana since 1929.   He
always had a love for cars and
opened a used car lot across
from Eddie Malone Chevrolet
with his friend on Foothill
Boulevard in Fontana.  His
friend passed away and the
Chevrolet store closed.  At that
time,  General Motors came to
Fontana to interview local busi-
ness people in the community
who would be interested in
becoming a Chevrolet dealer.
GM felt if they had a franchise
owner who lived and believed
in the community, they would
have a successful Chevrolet
dealership in Fontana. Well,
Mariano was one of five local
business people interviewed. In
1970, Mariano signed to
become the Chevrolet dealer in
Fontana. Rotolo Chevrolet
opened for business at the
closed location on Foothill
across from his used car lot in
May of 1971.
Mariano loved Fontana and
the people in it.  He was very
active in the Fontana Rotary
Club and was a past president.
Mariano loved to sing and










was one of two
tenors in the San





on an awards trip to Paris,
France in singing our national
anthem on stage at the Moulin
Rouge.  He was a proud
American and loved to sing the
Chevrolet jingle along with
baseball, apple pie, and hot
dogs.  Mariano passed away in
July of 2006 and unfortunately
did not have the opportunity to
see the new facility in Fontana.
Note:  Rotolo Chevrolet was
selected by the Fontana
Chamber of Commerce as
Business of the Year and was
honored by Assemblyman Mike
Morrell.
most significant decline of -
30.4% was to South America
following a prior reduction of -
8.1% in 2008.
While the outlook for 2011
for Inland Empire exports is
expected to be volatile across
regions, export growth is pro-
jected to remain positive for all
areas over the forecast horizon.
Exports to the European Union
are expected to increase at a
lower clip in 2012 (by 9.7%)
reflecting turmoil in the region
with regards to its sovereign
debt issues which should
restrain the pace of economic
activity in the region. Exports to
NAFTA are expected to grow by
11.7% in 2012 and 14.5% in
2013 as the recovery continues
to expand in the region. Exports
to Asia are also expected to pick
up robustly averaging an annual
pace of 15.5% over the four year
forecast horizon (2010-2013),
though the pace of growth
should downshift in 2011 and
2012 and reaccelerate again in
2013 in line with the business
cycle outlook for the region.
South American economies
have grown rapidly during the
recovery phase and exports to
this region are expected to
increase in 2012 and 2013.
Inland Empire Exports by
Sector
Inland Empire exports are
concentrated around a few man-
ufacturing clusters. In particular,
the three most important tech-
nology-related export sectors
from the region are computers
and electronic products, miscel-
laneous manufacturing, and
transportation equipment, com-
bining for $2.8 billion or 52.4%
of the Inland Empire exports in
2009. Leading the way in the
share of Inland Empire exports
are computers and electronic
products with 19.8% of total
exports, followed by miscella-
neous manufacturing (at 19.5%
of total volumes) and transporta-
tion equipment (at 14.6% of
total volumes). Other major
International...
continued from pg. 13
continued on page 25
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PROFILE OF BUSINESS SUCCESS   
Wilden Pump & Engineering, LLC
Denny L. Buskirk, is the vice president and general manager of
Wilden Pump & Engineering, LLC, the world leader and originator
of the air-operated double-diaphragm pump.  Wilden is a subsidiary
of Dover Corporation, a Fortune 500 firm, and provides products to
over 64 countries worldwide.  
Buskirk has been with the Wilden Organization for over 30
years and has implemented numerous components within Wilden’s
operations making it one of the most LEAN manufacturing facili-
ties within Dover.  Denny has specialized training in LEAN, Cost
of Quality, Problem Solving, ISO and Supply Chain Management.
He has an M.B.A. from Colorado Tech., a C.P.M. from the
University of California, Riverside and is a Certified LEAN Master
from Cal State University.
With his many accomplishments, Denny has also had the
immense opportunity to be one of the driving forces and a great
supporter of the work that Wilden has done in the surrounding com-
munities, along with charitable contributions that Wilden has made
in previous years.  
Some of the support that Wilden has given are to organizations
such as; Ronald McDonald House who provides comfort and care
to ill children and their families in their time of need, Habitat for
Humanity and Inland Temporary Homes who helps to build tempo-
rary and permanent housing for the poverty stricken, Ability
Accounts who helps to provide jobs and job training to the disabled,
and along with all this, Wilden will be working with the Wounded
Warrior Project in helping to provide jobs for the returning disabled
war veterans that have recently served and sacrificed personally to
help protect the freedoms and future of our great country.
Note:  Wilden Pump & Engineering, LLC was selected by the
Grand Terrace Chamber of Commerce as the Business of the Year
and honored by Assemblyman Mike Morrell.
Creating Jobs in the Coachella Valley
Hardly a week goes by without seeing something about the
Coachella Valley Economic Partnership in the news. Last  month,
however, the focus was on a CVEP accelerator client. KPSP Local 2
as one of their ongoing segments called The JOBS Project featured
Kentucky Denim president and CEO, Liat Tala.  Kentucky Denim
presently resides within the Rabobank Regional Business Center but
recently announced she will be opening her business in Thousand
Palms. Currently the manufacturing of Kentucky Denim apparel
occurs in China but as of Jan. 2 the clothing will be manufactured
here in the Coachella Valley. This new manufacturing business fore-
casts hiring 400+ local employees over the next five years.
Congratulations and best of luck to CVEP partner Kentucky Denim.
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government funding, that there is
not one government today that is
smaller than it was 10 years ago or
40. The sphere of governments—federal, state and local—and their
corresponding budgets have grown at alarming rates and run up huge
unfunded liabilities. The prospect that any of them will be smaller
tomorrow or 10 years from now is literally zero.
Despite that, discussions over funding government growth, how-
ever unsustainable, dominate over whether we should be growing
government at all. Those who would accept government growth
rather than curtail it, constantly look for new ways to tax. It is a
predilection that is sinking our cities, states and country.
Keep in mind that throughout history, in any given economy,
there is only so much that a government can extract from the econo-
my overall before the weight of taxes drags the economy down.
Whether that is extracted by 1 tax at 50% or 50 different taxes at
1%—the economic effect is nearly the same. I would argue, howev-
er, that 50 small taxes are worse because people don’t realize the
aggregate effect as much as they would one, large, blunt tax. Since
we live under many different and hidden taxes, it’s easier to offer
new, however small, taxes.
As an economy weakens, there are fewer business transactions
and fewer sales. Recessions brought on by high tax rates, like all
recessions, produce less tax revenues not more. That is why John
Maynard Keynes said that “high tax rates defeat their own object,”
i.e. to collect tax revenue.
Today we face double-digit, structural unemployment. Since
2007, the nation has lost nearly $7 trillion in homeowner equity and
California homeowners have lost nearly $2 trillion of that—more
than the size of its economy for a year. With those losses, dramatic
decreases in net worth and dramatic losses in consumer purchasing
power have followed. Simply stated, the great lot of Americans and
Californians do not have the money or wealth they once did.
Those weakened homeowners, unemployed and consumers in
general are not hiding pots of money going unused and waiting to be
taxed. People are buying fewer things overall because they have
less money overall—and less consumer purchasing results in less
jobs which means less consumer purchases by the unemployed, and
the downward spiral continues. Those pushing the proposed new
service tax in California fail to grasp those basic concepts and
Keynes’ warning.
The new tax would tax nearly everyone that provides services
including business consultants, most independent contractors, finan-
cial advisors, insurance brokers, real estate brokers, travel agents,
housekeepers, gardeners, piano teachers, hairdressers, pool service-
men and the accountants and lawyers that service them.
Because the economy and consumer purchasing is so weak, peo-
ple are already cutting back on the use of those services – which
means less tax revenues from a reduced number of transactions
whether they be a home sale or a new will. In response to such weak
demand, businesses are forced to lower prices to attract consumers
and in periods of weak demand, like today, manufactures and sellers
cannot easily pass on price increases. For instance, despite rising
costs for commodities and parts, today’s businesses have not been
able to raise prices at the same rate as those rising costs.
All combined, those dynamics are why Keynes wrote in full:
“Nor should the argument seem strange that taxation may be so
high as to defeat its object, and that, given sufficient time to gather
the fruits, a reduction of taxation will run a better chance, than an
increase, of balancing the budget.
“For to take the opposite view today is to resemble a manufactur-
er who, running at a loss, decides to raise his price, and when his
declining sales increase the loss, wrapping himself in the rectitude of
plain arithmetic, decides that prudence requires him to raise the price
still more–and who, when at last his account is balanced with nought
on both sides, is still found righteously declaring that it would have
been the act of a gambler to reduce the price when you were already
making a loss.”
California and the nation are already making a loss.
Keynes well understood that business owners of today will not
simply be able pass on the 5% service tax increase which, if they
tried, would amount to a 5% price increase. Instead, by in large, the
new 5% tax increase will be an added 5% cost of doing business on
those providers. Thus, despite the modest tax decreases offered else-
where in their proposal, an overall tax increase would await a huge
portion of California businesses—not mention future increases to that
5% rate which would inevitably be pushed.
We should also know that just because a portion of the transac-
tions that Californians undertake is not being taxed or is taxed lower
than in some other states, i.e. property taxes or services, does not
mean that a higher or new tax will
N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While
every effort is made to ensure the accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O.
Box 1979, Rancho Cucamonga, CA 91729-1979. Copyright 2011 by IEBJ.
Top Colleges and Universities in the Inland Empire
Ranked by 2010 Enrollmentcontinued from pg. 7
Institution Students: Faculty: Type of Institution Tuition & Fees: On Campus: Top Local Exec.
Address Total Enrollment Full-Time Year Founded Calif. Resident Room & Board Title
City, State, Zip Student-Faculty Ratio Part-Time Non-Resident (Avg. Yearly Cost) Phone/Fax
E-Mail Address
Harvey Mudd College 735 79 Private/4 year $36,635 $11,971 Maria Klawe
18. 301 E. 12th St. 9:1 10 1955 President
Claremont, CA 91711 (909) 621-8000/607-4005
admission@hmc.com
Brandman University (Victor Valley Campus) 630 3 Private $345 per Unit/Undergrad. N/A Susanne Eisenhart
19. 12421 Hesperia Rd., Ste. C-6 12:1 50 (Non-Profit) $415 per Unit/Grad. Director
Victorville, CA 92395 1861 (Orange) (760) 955-7555/955-7444 
hartz@brandman.edu
Western State Univ. College of Law 450 22 ABA Provisionally $15,500 Full Time/ $10,400 Bill Adams
20. 1111 N. State College Blvd. 20:1 35 Approved Private (Per Semester) Dean
Fullerton, CA 92807 Institution, 1966 Summer Session $872/Unit (714) 459-1101/441-1748
(Non-Resident Same) adm@wsulaw.edu
Chapman Univ. (Coachella Valley Campus) 350 13 Private $345 per unit/Undergrad. N/A Cynthia Flores
21. 42-600 Cook St., Ste. 134 15:1 80 1861 (Orange) $415 grad. Director
Palm Desert, CA 92211 (760) 341-8051/346-4628
The Fallacy...
continued from pg. 3
continued on page 39
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Give (and Show) Thanks for Your Employees: Five Ways to Show Gratitude,
Love, and Respect to Your Team This Holiday Season
No matter how much they
want to reward their employees,
many leaders just don’t have the
financial resources to give out
much-deserved raises and
bonuses. Fortunately, according
to Todd Patkin, you don’t need
to spend a cent to show your
people beyond a shadow of a
doubt that you care about them
and appreciate their hard work.
In a perfect world, we’d all
be looking forward to the holi-
day season without anxiety.
Unfortunately, for most employ-
ees, that isn’t even close to
being the case. Times have been
tough, and for several years,
workers have been stretched
thin as they try to do more with
less. They’re feeling discour-
aged, tired, and perpetually
stressed, and to make matters
worse, many individuals are
worried about the higher-than-
usual personal expenses associ-
ated with the upcoming holiday
season. As an employer, you
might want to thank and reward
your people for their hard work
with a raise or holiday
bonus…if only you had the
funds.
While you can’t distribute
money you don’t have, accord-
ing to Todd Patkin, you can take
decisive steps to make your
employees feel happier and
more appreciated. And all you
have to do is tap into the holiday
spirit.
“People will never admit it,
but money is not the thing they
desire most from their work.
Instead, showing appreciation,
respect, and, yes, even love are
the three most important ways to
make your people feel great
about their work,” points out
Patkin, author of the new book
Finding Happiness: One Man’s
Quest to Beat Depression and
Anxiety and—Finally—Let the
Sunshine In. “Starting this
month, if you really begin to
live out the holiday’s spirit,
you’ll also find that happy,
engaged employees are the sin-
gle best way to impact your
company’s bottom line.”
Patkin isn’t just a talking
head—he speaks from experi-
ence. For nearly two decades, he
was instrumental in leading his
family’s auto parts business,
Autopart International, to new
heights until it was finally
bought by Advance Auto Parts
in 2005. During that time,
Patkin made it his number-one
priority to always put his people
and their happiness first.
“As a leader, I quickly found
that if my team was content and
their work environment was a
positive one, they would be
more engaged and motivated,
and they would also treat our
customers better,” he elaborates.
“Plus, it was even more reward-
ing for me to see that my
employees were happy—and
often even ecstatic—than it was
for me that we were making
money.”
Patkin adds, “It’s more
important now than ever before
to show your employees love
and appreciation, because we’re
in the midst of an economic
downturn, so you probably
won’t have the money to give
big raises and holiday bonuses
that you once did.”
Furthermore, Patkin adds
that if your employees are per-
petually stressed out, they’ll be
less motivated and more disen-
gaged. And when they’re unhap-
py, they’ll do only what they
must to avoid
chastisement…and you’ll lose
money in the long term. Also,
when the economy turns around,
they’ll be more likely to look for
a new job elsewhere.
“If there is one thing I would
like to tell all leaders at all lev-
els and in all industries, it’s that
you have nothing to lose and
everything to gain—including
an improved bottom line—by
making your organization as
happy a place to work as possi-
ble.”
Read on for five of Patkin’s
show-the-love strategies that
you can use to say “thanks for a
job well done!” to any employ-
ee, any time…without spending
a cent:
Send “love” notes. Writing
and sending a thank-you note is
standard practice when you
receive a gift. And what is great,
thorough work other than a gift
from your people to you? When
you notice that an individual has
done an excellent job or has
achieved an important goal,
send a specific handwritten (not
typed!) note conveying your
most sincere appreciation and
admiration. This will take only
one sheet of paper and five min-
utes out of your day…but it’ll
make a lasting impression on
your employee.
“When you’re a leader,
you’re busy and often over-
whelmed,” Patkin acknowl-
edges. “It’s understandable that
you might overlook saying the
words ‘thank you,’ much less
writing them. Remember,
though, that positive reinforce-
ment and sincere gratitude will
increase the respect your team
has for you and will improve
their opinion of your entire
organization. Also, it will
encourage them to likewise say
‘thank you’ more often to their
own subordinates within your
company. Think of writing what
I call ‘love notes’ as a way to
invest in your company’s atmos-
phere and future!”
Distribute inspiration. Our
society tends to think of work as
a place of drudgery, obligation,
and boredom, as exemplified in
the now-iconic movie “Office
Space.” People certainly don’t
think of receiving inspiration
and rejuvenation between nine
and five. According to Patkin,
though, buoying your team’s
spirits should be one of your
daily goals. If you help them to
see the world as a sunnier place
and to improve their attitudes
and ways of thinking about their
entire lives, their professional
and personal productivity will
increase too.
“If you run across a quota-
tion or story that inspires you,
don’t keep it to yourself—pass it
along to an employee, and per-
haps, if appropriate, also men-
tion that the quote or anecdote
reminded you of him and his
great attitude,” suggests Patkin.
“Alternatively, you might con-
sider sending out a quote or les-
son of the day. Yes, the idea
might sound hokey at first, but I
firmly believe that most people
vastly underestimate the power
of feeding their minds with
inspirational and educational
material.”
Tell success stories. Even if
they brush off praise or down-
play their achievements, every-
body loves to be recognized and
complimented. When someone
in your organization has done
something great, tell her that
you noticed her outstanding
work, and tell the rest of the
team, too! Whether correctly or
incorrectly, many employees
feel that their leaders take them
for granted and only point out
their mistakes, so make it your
daily mission to prove that per-
ception wrong.
“When I was at Autopart
International and I saw that one
of my people did something
noteworthy, I made sure that
everyone else knew about it by
sending the story about her
accomplishment around in an
email to the entire chain,”
Patkin recalls. “I could literally
see the glow on the highlighted
continued on page 32
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REAL ESTATE NOTES
Rio Ranch Leases 45k-Square-Foot Retail Space in Fontana
Hispanic grocery store chain Rio Ranch Markets has leased a
45k-square-foot retail space at Southridge Plaza Shopping Center
in the city of Fontana. The value of the 10-year lease is undis-
closed. 
Built in 1991, Southridge Plaza Shopping Center is located at
11613-11683 Cherry Avenue, at the northwest corner of Cherry
Avenue and Live Oak Avenue. The property contains 120.2k-
square-feet of retail space. Tenants at the center include Rite Aid,
Auto Zone, and McDonalds. 
The space Rio Ranch Markets has leased was previously occu-
pied by Ralphs, which had occupied it since 1991. Ralphs’ lease
expired Sept. 30, 2011. Rio Ranch Markets will begin reconfigur-
ing and rebuilding the space in order to open the new store at
Southridge Plaza during the second quarter of 2012. Rio Ranch
Markets is a local company, with its headquarters in Riverside, and
operates over 10 stores. 
Inland Empire Kohl’s Sells for Over $15 Million
A 76.7k-square-foot, single-tenant retail property occupied by
Kohl’s in Upland sold for $15.43 million, or about $200/square
foot. Built in 1978 and renovated in 2009, the property is situated
on just under seven acres at 233 S. Mountain Avenue, just north of
I-10. The property is located within Mountain Green Center, which
includes other retailers such as Trader Joes and CVS. 
Rich Walter, president, and Donald MacLellan, senior manag-
ing director, of Faris Lee Investments represented the seller, a
Lubert–Adler Management West partnership based out of Los
Angeles, as well as the buyer, YFP Kohls Upland LLC, also from
Los Angeles. The property received multiple offers, thanks to the
stability of a long-term lease with Kohl’s which has approximate-
ly 17 years remaining. 
The Kohl’s property enjoys excellent visibility along Mountain
Avenue with 44,000 cars per day that pass by, and is easily
accessed by the adjacent I-10 Freeway that is driven by 248,000
cars per day. Additionally, there are approximately 450,000 con-
sumers in the greater trade area. 
Lewis Operating Corp Obtains $34 Million Refi on Rancho
Cucamonga Multifamily Complex
Lewis Operating Corp has obtained $34 million in refinancing
for Carmel Apartments, a 306-unit, Class A multi-housing commu-
nity in Rancho Cucamonga. The 12-year, 5.01 percent, fixed-rate
loan was arranged by HFF and funded by Northwestern Mutual.
Loan proceeds refinanced a maturing loan. 
Carmel Apartments is located at 10850 Church Street, across
from Terra Vista Town Center and close to Victoria Gardens
Center, the LA/Ontario International Airport, and Interstates 210,
15 and 10 in Rancho Cucamonga. The 15.8-acre site has 21 resi-
dential buildings that are 97.1 percent leased. Community ameni-
ties include a pool, wading pool, clubhouse, business center, fit-
ness center and play park. 
The HFF team representing Lewis Operating Corp was led by
Don Curtis and Charles Halladay. Lewis Operating Corp is a mem-
ber of the Lewis Group of Companies. Founded in 1955, the
Upland, CA-based Lewis Group of continued on page 28
public transportation policy, the
industry and the politicians saw the
benefit of connecting commuters on
each end of a trolley line with a carnival to encourage weekend rid-
ership. So when the developers of the Nevada-California Interstate
Maglev proposed to build a 269-mile elevated track from Las Vegas
to Anaheim, many proponents of the revolutionary technology
thought President Obama was sincere in his campaign claim to build
the fastest train on the globe. The Maglev would have made two stops
in San Bernardino County, at the Barstow Depot and Ontario
International Airport.
The Maglev was already seeded with $45 million from federal
transportation funds before the last presidential election. But before
the project could move forward, the economic downturn shook
Maglev’s financial backers. Sen. Reid then redirected the seed money
to build lanes for McCarran International Airport when the high
rolling lobby firm ran by Rogich reached out to him on behalf of the
DX. The circumstances have left the wonky proponents of the
Maglev technology sector disenfranchised as any other plank in the
base that thought President Obama was a visionary leader with plans
to build the desperately needed environmentally-conscious trans-
portation infrastructure for the future.
The North American Maglev Transport Institute (NAMTI) is a
Washington, D.C. based, registered nonprofit educational institute
that advocates for Maglev research and development. NAMTI claims
the $105 billion boondoggle to connect Southern California and the
Strip is still being low balled. The cost of maintenance from the fric-
tion of the steel-on-wheel train cars creates a speed maintenance
penalty that will substantially reduce the 220 MPH speed of the
CHSRP. The DX will also suffer from high maintenance costs. The
speed cost penalty does not apply to already proven Maglev technol-
ogy.
“Maglev is not train technology,” says Kevin Coates, the execu-
tive director of NAMTI. “It is really low-level electronic flight.”
Off the...
continued from pg. 3
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OPINION
My name is Michael Hayes and I am in my senior year at Cal
State San Bernardino, majoring in economics. I expect to gradu-
ate in June 2012. I’d like to tell you a little bit about myself
because I want you to know how important you are to students
like me and the nearly 17,000 who attend CSUSB.
I am a veteran, with an honorable discharge from the military
and married with two young daughters. When I joined the United
States Army on Aug. 30, 2001, I had no idea that just 12 days
later, America would fall victim to one of the most horrifying ter-
rorist attacks in our nation’s history. Nevertheless, I found great
pride and a sense of duty when my unit was activated to serve in
Operation Iraqi Freedom. During my tour, my five-ton truck was
hit so hard with explosives that it was thrown 15 feet away from
the blast. I was the least injured out of the six of us that night,
only suffering burns to my hands and face. But, my other com-
rades were not so fortunate. I was awarded the Purple Heart for
my injuries and the Soldier’s Medal for valor and heroism
because I returned into the vehicle fire three times to pull out my
fellow soldiers.
My service in the military taught me many things. I learned
how to work diligently in the face of extreme odds to complete
my objectives. I learned that nothing worthwhile comes without
sincere effort and unwavering persistence. More importantly, I
learned what duty, honor, and loyalty really mean. 
Cal State San Bernardino has reinforced these values and
more during my time here. From the insightful lectures in the
classroom to the organized activities of the various departments,
my time as a student has been one in which the acquisition of
knowledge and preparation for life’s tough choices have been
paramount. Cal State San Bernardino has worked hard to create
the conditions in which any student who wants to be successful
can be, and much of this success is because of you. 
Private contributions from people like you have eased the
impact on students at a time when tuition and fees have more
than doubled. The scholarship that I was awarded was a much-
needed hedge against the tuition hikes and allowed me to contin-
ue my undergraduate work. Whether large or small, gifts from
individuals like you make an impact and help to provide vital
support for scholarships, library materials, and academic depart-
ments. 
CSUSB has such a diverse student population. Each student’s
story is different, yet just as important. Whether a student is the
first in their family to attend college; working full-time, while
attending school; a disabled or disadvantaged student; a foster
youth or a veteran like me, every one of us benefits from the sup-
port you give back to Cal State. I am just one of the many stu-
dents who have benefitted from the generosity of the university’s
donors and because of that kindness, I’ve been able to pursue my
dreams. 
I know that you have choices for which organizations to sup-
port with your annual contribution. More than ever before, your
support of Cal State San Bernardino is a direct investment in stu-
dents and their future success stories. Please consider making a
gift to Cal State today. Your support strengthens an educated
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How we handle dis-
agreements can make a
big difference in all of
our relationships. We
should try to take the
middle ground. Having a
different point of view is inevitable. Our skill at dealing with difficult
people will determine if we can disagree in a more agreeable manner.
Here are a few ideas to present your point of view in an organized
way and remember these following points.
1. Acknowledge the other person has several good thoughts.
Point out these thoughts and be specific on the good things.
2. Transition smoothly. Don’t negate with the other person’s
comments by using words such as “but” or “however” because that
will instantly establish the battle lines. Instead, after acknowledging
that your boss’s opinion was valid, take a slight pause and say, “I’ve
thought of a few more factors that might influence our decision.”
3. Present your data. Boil your argument down to just two main
points and present them.
4. Don’t get angry. Disagreements seldom go as planned.
Remember that you could only provide the information; you can’t
control the ultimate decision. If your boss argues, you could “agree
to disagree,” but you shouldn’t get into a verbal battle.
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Stater Bros. Partners With Local Food Banks in Year-Round Program That
Helps to Feed Over 8 Million People in Need
Year-round and especially
during the holiday season
Stater Bros. makes a major
commitment to help its friends
and neighbors who are faced
with hunger. Through mone-
tary donations from the com-
pany’s charitable arm, Stater
Bros. Charities, as well as
through in-kind donations of
food, each year Stater Bros.
helps to provide meals for
over 8 million individuals who
are faced with hunger.
• The Stater Bros.
Charities’ Customers Care
Program at every checkstand
in all 167 Stater Bros.
Supermarkets provides the
funding for over $600,000 in
cash donations throughout the
year to local food banks and
self-help organizations. 
• Throughout the year,
Stater Bros. contributes over 3
million pounds of food to sup-
port the local food banks in
the communities it serves.
• The 3rd Annual
“Harvesting Hope” in
Southern California communi-
ties puts extra emphasis on
hunger relief during
November and December, and
food barrels are placed in all
167 Stater Bros. Supermarkets
as well as at the company’s
corporate offices and distribu-
tion center to collect nonper-
ishable food items for strug-
gling families.
• Leading up to
Thanksgiving, Stater Bros.
makes a substantial contribu-
tion towards the purchase of
over 5,700 turkeys to assist
nonprofit organizations that
feed the hungry.
• Stater Bros. is once
again supporting The
Salvation Army’s Red Kettle
holiday campaign at all Stater
Bros. Supermarket locations.
The money collected during
this campaign remains in the
communities where it is
donated.
“Many of our hard work-
ing customers have exhausted
their resources and are being
forced to get extra help this
holiday season. Stater Bros.
is going to help in the best
way we know how by keeping
our prices low and helping our
food banks get a big boost for
the holiday season,” said Jack
H. Brown, chairman and chief
executive officer of Stater
Bros. Supermarkets.
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and, to a minor degree, in Los
Angeles County.
More detail with regard to
the supply-side figures based on
building permit data shows that
in 2011 the High Desert
accounted for the smallest pro-
portion of new single-family
units authorized by permit in
Southern California in any of
the years tabulated since 1980.
Only 2.24 percent of the new
single-family units authorized
by permit in Southern California
during the first half of 2011
were in the High Desert area,
while during boom periods the
High Desert has accounted for
more than 12.0 percent of the
new single-family units author-
ized for construction in the six-
county Southern California
region.
At the national level, unem-
ployment continues at an
extraordinarily high level. At a
little above 9.0 percent, the
national unemployment figure
for the U.S. has stubbornly
remained at near record highs
for several years, reflecting
unemployment trends similar to
those observed in Germany and
France in the first half of the last
decade where unemployment
levels remained above 9.0 per-
cent for several years before and
after 2000. This comparison
suggests the possibility that
enduring high levels of unem-
ployment may be a characteris-
tic of welfare economies, such
as the U.S. is apparently becom-
ing. On the other hand, Sweden
and Norway experienced rea-
sonably satisfactory unemploy-
ment levels during most of the
last decade. The European
Union overall generally had
unemployment rates on average
in excess of 7.5 percent through-
out the decade of the 2000’s.
Hopefully, this does not imply
that as the U.S. moves closer to
the European model of welfare
state, we have to accept as a
concomitant an enduring and
sustained level of high unem-
ployment. Welfare states tend to
sustain an environment that pro-
vides incentive for avoiding
work by people with a predispo-
sition to do so, which may
account for the difference in
unemployment rates at the mar-
gin between welfare states and
free market economies.
Another analogous period of
high and enduring unemploy-
ment rate was our own depres-
sion (the 1930’s) during which
we had high long-lasting unem-
ployment rates despite massive
public spending and rapid
progress towards a welfare
state. Could it be that pursuit of
a welfare state and concurrent
big public spending are associ-
ated with high unemployment
over an extended timeframe,
contrary to what people my age
were taught in graduate school?
Maybe my Ph.D. in economics
was based on an erroneous theo-
ry? Will I be asked to return my
diploma?
The U.S. currently appears
to be in a contest to define itself
as either a free market economy
or a welfare state. Economic
uncertainty that is a byproduct
of this clash of philosophies has
the spillover effect of discourag-
ing investment, employment
growth, etc., associated with
Tenuous...
continued from pg. 2
continued on page 39
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CLOSE-UP
Garner Holt —President of Garner Holt Productions, Inc.
The City of San Bernardino
plays host to a diverse spectrum
of businesses of all sizes, prod-
ucts, goals, and methods.
Perhaps none is more unique,
fun, creative, and distinctly
magical than Garner Holt
Productions, Inc. (GHP).  As
the world’s largest designer and
fabricator of   animatronics,
special effects, and show action
systems for theme parks and
other venues, GHP serves
many of the greatest names
in entertainment and other
industries.  Among those
leaders are the Walt Disney
Company, Universal Studios,
Knott’s Berry Farm, Chuck
E. Cheese, NASA, Coca-
Cola, Caesars’ Palace,
McDonald’s, and Lockheed
Martin—a small sampling of
the hundreds of organiza-
tions who choose GHP to
create real magic for them.
This remarkable company
was founded by an equally
unique individual: Garner L.
Holt.  The visionary behind San
Bernardino’s most magical
business was only 16 when he
incorporated his eponymous
business in San Bernardino, his
home town.  Still a student at
Pacific High School, Garner
had been inspired by a trip to
Disneyland years before and
began tinkering with mecha-
nized magic before he entered
his teens.  By high school, his
imagination was vivid, and his
heart set on a career in creating
animatronics just like Disney’s.
In 1976, he premiered an Uncle
Sam animatronic figure which
caught the attention of Disney
“Imagineers,” who offered
Garner a job after graduating.
Not content to work for Walt
Disney, Garner wanted to be
Walt Disney, and set about lay-
ing the foundations for Garner
Holt Productions, today the
world’s largest creator of ani-
matronics.  Not surprisingly,
GHP’s biggest customer is the
organization that inspired its
inception in the first place:
Disney.
Through 35 years of con-
stant growth, GHP has become
the world leader in animatron-
ics, in addition to dozens of
other products and services.
From humble beginnings in his
parents’ garage, Garner has
guided his company through
ever-increasing creative chal-
lenges in hundreds of projects,
and has provided the vision that
has perhaps been the most mag-
ical of all: making a business
founded on fun and imagination
a profitable venture and positive
contributor to the local econo-
my.  Eighty employees, 3,000
individual animatronic figures,
60,000 square feet of design
and production space spread
over a multi-building creative
campus, and 35 years of making
ideas come to life make the lit-
tle business that Garner founded
(before he could legally drive a
car) among the most compelling
and inspirational to our local
economy.
Dreams do come true.  
INVOLVEMENT
In Garner Holt’s most hum-
ble and sincere demeanor, he
gives back quietly to individu-
als in need and the community
around him.  He based his
strength and his most humble
and sincere generosity on the
Christian faith that his mother
introduced him to as a child.  
Upon meeting a business
leader in San Bernardino,
Garner learned that she had lost
her arm due to cancer and was
wearing an uncomfortable pros-
thesis.  He suggested that with
his technology he might be able
to make a more life-like arm for
her.  He molded her good arm,
then flipped it and made a more
life-like arm.  The reason it
looks so real is that it is an actu-
al model of her real hand.  This
was a gift.




about a woman of deep spiri-
tual faith who won an award
for regularly fed the home-
less, he contacted her and has
contributed financially to her
endeavors ever since.  He
also has ordered large quanti-
ties of Bibles wholesale for
her to distribute to her flock.
At the same time he has driven
local streets on Sunday where
homeless often gather and dis-
tributes Bibles to them with
small amounts of cash and
handwritten Bible verses
enclosed.
He serves on the Board of
Governors and Board of
College of Arts and Letters
California State University San
Bernardino.
He is president of the
Garner Dorothy Holt
Ministries.
He opens his facility to indi-
viduals and groups giving tours,
telling his remarkable story in
the hopes of encouraging future
entrepreneurs.  He employs
individuals who have strong
work ethics and are passionate
about what the job entails rather
than those who have many
degrees in design, giving many
an opportunity to succeed. 
Note:  Garner Holt
Productions, Inc. was selected
by the San Bernardino Chamber
of Commerce as Business of the
Year and honored by
Assemblyman Mike Morrell.
industries for Inland Empire
merchandise exports include
chemical, machinery, fabricated
metal product and food manu-
facturing.
The global recession caused
a decline in merchandise exports
in most sectors in 2009 com-
pared to the previous years.
Inland merchandise exports
declined dramatically in trans-
portation equipment (-42.0%),
fabricated metal product (-
21.2%), electrical equipment
and appliance (-23.4%) and pri-
mary metals (-40.4%) as global
demand for these products col-
lapsed during the recession.
However, exports in some sec-
tors experienced growth in 2009
particularly in computer and
electronics, beverage and tobac-
co, food, and apparel. Most
notably, food manufacturing
exports from the region surged
by 20.3%, whereas beverage
and tobacco exports jumped by
18.9%. The increase in high-
tech products likely reflects the
sharp rise in business invest-
ments early in the recovery
cycle as firms replaced outdated
capital. The higher demand for
food manufacturing and bever-
age and tobacco products came
largely from Asia as the region
began to expand early in 2009
and consumer demand in devel-
oping Asia picked up more
robustly than in other regions.
The strengthening of the
global economy should stimu-
late demand across all sectors
over the forecast horizon. In
particular, Inland Empire
exports for the three largest sec-
tors are projected to increase in
2011 with computers and elec-
tronic products and miscella-
neous manufacturing each
exceeding $1.3 billion and
transportation equipments
amounting to $1.1 billion. These
three sectors are projected to
account for over $3.7 (53% of
the forecasted $7 billion total) of
the 2011 Inland Empire exports.
Exports from chemical, machin-
ery, fabricated metals and food
International...
continued from pg. 15
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Holiday Mix and Mingle Dinner
Join us for a Very Merry Holiday Mixer and Dinner hosted by the American
Advertising Federation of the Inland Empire and American Marketing Association
of the Inland Empire professional associations on December 14th, 2011:
• AAF (www.aaf-inlandempire.com)
• AMA (www.ama-ie.com)
Relax, grab a drink and reunite with old friends. You'll also make valuable new
connections and expand your network for 2012. And did we mention the three
course dinner will be prepared by the 4 star steak house at the Pines Restaurant in
the San Manuel Casino. Bring a unwrapped toy and be entered to win some great
prizes and gifts! Two organizations... one location. Attendance is limited - first
come, first served. We hope to see you there!
For sponsorship information please contact Eddie Gonzales 949-370-3973, egon-
zales@murgent.com
WHEN
Wednesday, December 14, 2011 5:30 PM  - 8:30 PM
Pacific Time
WHERE
San Manuel Casino - The Pines







Monday, December 12, 2011 
Christmas Priorities
By Mike Morrell
The Christmas season abounds with traditions and festivities.
Trees and lights, stockings and carols, Santa Claus and the elves:
these emblems mark the joy of the holidays. They point us to what is
truly important, in this life and the next.
One of my favorite Christmas tales is “The Christmas Carol” by
Charles Dickens. The famous story of Ebenezer Scrooge’s encounter
with the ghosts of Christmas Past, Christmas Present, and Christmas
Yet to Come has captured the imagination of every generation since
its publication in 1843.
With the crossroads we currently face in the Inland Empire and
across the nation, Dickens’ timeless masterpiece serves as a reminder
of the real meaning of Christmas. In particular, the relationship
between Scrooge and his assistant Bob Cratchit serves as an analogy
for two very different mindsets that each of us can choose between
this holiday season.
Scrooge prides himself in a greedy, cold-hearted approach to life.
He despises intimacy, scoffs at the needy and Christmas…‘Humbug’!
Cratchit is kind, warm-hearted, and thoughtful. A man of modest
means, he barely has the resources to provide for his large family yet
Cratchit treats Scrooge with the utmost degree of charity and respect.
He even prays for the old man over Christmas dinner, much to the
chagrin of his wife.
In “The Christmas Carol,” the difference between Scrooge and
Cratchit is whom they choose to serve.
As Dickens’ story so powerfully shows, wealth and power by
themselves fail to deliver the happiness that every person desires.
Scrooge owns a successful business, but sees no pleasure in life –
even in anticipation of Christmas Day. Cratchit barely gets by off the
crumbs of his boss, but bursts with joy at the sight of his family –
especially his son. Scrooge may have risen to the height of worldly
success, but Cratchit has attained a lasting happiness, one found in
virtue and in others.
Only when Scrooge was brought to his knees and humbled does
he understand the Christmas spirit and discovers joy. 
This Christmas, the families of our district face a variety of eco-
nomic circumstances. In the midst of the country’s troubled economy,
most residents will enter the holiday season with an unusually tight
household budget. Others will not have the resources to give as many
presents to their loved ones as they have in the past. A few will, for
the first time, celebrate Christmas
during a stretch of painful unem-
ployment.
As we face our crossroads,
remember the purpose of
Christmas: to celebrate the birth of
Christ, the ultimate source of love
and strength.  Remember that our
circumstances are as unique as
how we choose to deal with them.
Joanie and I would like to wish
you and yours the merriest of
Christmas’. Enjoy the lights, enjoy
the carols, but don’t forget what
the season is all about. 
founder of the advocacy group
Consumer Watchdog. “Premiums
are going through the roof. A lot of
people can’t get health insurance at any price. Benefits are going
down. Company CEOs are getting rich.”
Consumer Watchdog submitted a draft of its initiative to state













M o n i c a
group would need to gather signatures from at least 505,000 regis-
tered voters, a process that could
Rosenfield...
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Companies is one of the nation’s
largest privately-held real estate
organizations engaged in the
acquisition, ownership, development and management of residen-
tial and commercial real estate throughout California and Nevada.
The Lewis Group of Companies has developed more than 65,000
single family homes and apartments and more than 14 msf of
retail, office and industrial space. 
New $17 Million Affordable Housing Project is Completed
in Big Bear Lake
The Crossings at Big Bear Lake is a new, $17 million afford-
able housing community in Big Bear Lake for families earning
between 30 percent and 60 percent of the area median income, just
opened to the public. The project was developed by Urban Housing
Communities LLC (UHC) in collaboration with the City of Big
Bear Lake’s Improvement Agency, Bank of America, and the pro-
ject's designer, KTGY Group Inc. 
The new eco-friendly community provides high-quality work-
force housing and offers 42 thoughtfully planned apartment homes
ranging in size from two- to three-bedroom units. Rent ranges from
$377 to $950 per month, based on family size and income level. 
The Crossings at Big Bear Lake features 28 two-bedroom, two-
story townhomes and 14 three-bedroom single-story flats averag-
ing approximately 1.1k square feet. Each apartment home features
a covered patio/balcony, central heat, ceiling fans, walk-in closets,
water-saving kitchen and bathroom fixtures, dual-flush toilets, a
gas range, washer/dryer hookups, tankless water heaters, and
wiring for cable television. 
Other eco-friendly design features include solar panels for gen-
erating electricity to the community room and common areas,
“Dark Sky” compliant exterior lighting, and flooring, railings, fur-
niture, and trash and recycling receptacles made from recycled
content, zero-VOC interior paints and low-VOC interior finishes
and adhesives, building materials that contain recycled content and
do not emit harmful chemicals. The general contractor for the proj-
ect, SL Residential Construction of Irvine, recycled at least 75 per-
cent of construction waste. 
Located on 2.60 acres on Knickerbocker Road, between
Pennsylvania Avenue and Maryland Road, south of Big Bear
Boulevard (Highway 18), the community features a spacious 2.5k-
square-foot community room, a computer lab, a fully equipped
kitchen, a manager’s office, laundry facilities, picnic area, a play-
ground, bike racks and landscaped courtyard areas. The communi-
ty room serves as the location of a supportive services program
provided by UHC’s non-profit partner, Central Valley Coalition for
Affordable Housing (CVCAH). Designed to meet residents’ spe-
cific physical, educational, professional and social needs,
CVCAH’s supportive services program offers health clinics, after-
school tutoring, budget planning, credit counseling, resume writ-
ing, computer training, fitness/nutrition classes, and targeted youth
and senior activities. 
The Crossings at Big Bear Lake is convenient to schools, pub-
lic transportation, shopping, medical services, a public park and
recreation areas, and is approximately a 10-minute walk from Big
Bear Lake Village, the city’s premiere shopping and entertainment
district. 
The Crossings at Big Bear Lake represents a milestone for the
city, which is home to over 6,000 full-time residents. While the
city does offer some affordable housing, its stock consists mainly
of aging single-family homes and one affordable senior communi-
ty. The Crossings at Big Bear Lake is the city’s first affordable
community targeted toward families. 
UHC partnered with the City of Big Bear Lake’s Improvement
Agency in 2009 to increase the city’s affordable housing stock in a
manner consistent with the goals of the Redevelopment Plan. The
Improvement Agency committed funding through a soft loan and
UHC secured financing through the highly competitive 9 percent
tax credit program. Additional financing for the project was pro-
vided by the Bank of America Community Development
Corporation (BACDC), Bank of America, National Equity Fund
(NEF) and the American Recovery and Reinvestment Act of 2009
(ARRA). 
Grubb & Ellis Lands Leasing Assignment for Spec Inland
Empire Industrial Project
Mark Kegans, SIOR, and Ron Washle, SIOR, with Grubb &
Ellis, have been awarded the leasing assignment for a 398k-square-
foot spec industrial development being constructed within Chino
South Business Park in Chino by The Carson Companies. Kegans
and Washle are senior vice presidents with Grubb & Ellis’
Industrial Group and members of the company’s Global Logistics
practice group. 
Located at 16043 El Prado Road, the cross-dock loading facil-
ity is planned for LEED® certification with the U.S. Green
Building Council and will include a minimum of a 32-foot clear
height, 75 dock-high doors and two ground-level doors. The prop-
erty spans 18.7 acres of land within the 142-acre Chino South
Business Park and currently offers 100 trailer parking positions
with the ability to expand to accommodate an additional 90 trail-
ers. The project broke ground in early September and is scheduled
for completion first quarter 2012. 
“This is one of the first speculative industrial developments in
the western Inland Empire for quite some time,” said Kegans. “It
offers users an opportunity to locate to a new facility located with-
in a well-developed business park.” 
Inland Empire Self-Storage Property Sells for $5.8 Million
Private investors paid $5.8 million for Date Palm Self Storage,
a self-storage property in Cathedral City. Located at 69100
Converse Road, near Highway 111 and Date Palm Drive, the prop-
erty will be re-branded as Extra Space Storage. 
The Class-A single-story facility has 552 self-storage units and
73 outside RV/boat-storage spaces for a total 103.5k square feet
net rentable space. The property was 75-percent occupied at the
time of the sale. 
Stephen Grossman of NAI Capital Self Storage Investment
Group, who handled the off-market transaction on behalf of the
seller, noted that the property had been available for a very short
period of time. According to Grossman, the buyers plan to make
improvements to the property and launch a new marketing pro-
gram with Extra Space Storage management. 
Chino Industrial Property Sells for Second Time in 2011
In a recent Inland Empire industrial sale, Yama Seiki paid $4.2
million for a 78k-square-foot ($54/sf) property located at 5740
Schaefer Avenue, north of Edison Avenue and midway between
Central and Mountain Avenues in Chino. Yama Seiki is a manufac-
turer of milling machines. 
The building has been used as a manufacturing facility since it
was built, in the late 1970s. It will be used as the US headquarters
for the new owner, who plans a complete refurbishment of the
property, from the offices to the yard area. 
Richard Schwartz, vice president, and Brad Yates, vice presi-
dent, both based in Colliers’ Inland Empire office represented the
seller, Shield Packaging. This is
Real Estate...
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Financial Brokerage Firms Serving the Inland Empire
Ranked by Number of Offices in Inland Empire (Riverside and San Bernardino Counties)
Company # Offices I. E. Registered Brokers Headquarters Top Local Executive
Address Inland Empire Full Time Services Year Established Title
City/State/Zip Company Wide Part Time Phone/Fax
E-Mail Address
Edward Jones 37 37 Stocks, Bonds, Mutual Funds, Life St. Louis, MO Jamie Harwood
1. 5420 Philadelphia St., Ste. D 10,000 Insurance,  Estate Planning, 1871 Financial Advisor
Chino, CA 91710 401k, and other Retirement Plans (909) 591-3555/(888) 285-6050
www.edwardjones.com
Merrill Lynch & Co. 4 18 Financial Planning, New York, NY Chris Barney
2. 4141 Inland Empire Blvd., Ste. 150 Stocks, Bonds, Annuities, Mortgages, 1886 Resident Manager
Ontario, CA 91764 Real Estate, Insurance Products (909) 476-5100/476-5163
cbarney@ml.com
Wells Fargo Advisors 2 15 Retail Brokerage, St. Louis, MO Jim Bannowsky
3. 3850 Vine St., Ste. 100 Public Finance, 1887 Complex Administration Manager
Riverside, CA 92507 Corporate Finance (951) 784-8700/682-2517
www.wellsfargoadvisors.com
UBS 3 40 Full Service Weehawkeen, NJ Scott Morris
4. 3801 University Ave., Ste. 300 281 Brokerage 1879 Complex Manager
Riverside, CA 92501 (951) 684-6300/682-9409
www.ubs.com
Smith Barney Inc. 2 40 Investment Brokerage New York, NY Jack Johnson
5. 456 W. Foothill Blvd. na Branch Manager
Claremont, CA 91711 (909) 625-0781/621-6046
www.smithbarney.com
Bishop, Fuller & Associates (Amerifirst) 1 2 Financial Planning, Full Minneapolis, MN Ian D. Bishop
6. 818 N. Mountain Ave. 1,000 + Brokerage Service, 1894 Senior Financial Advisor
Upland, CA 91786 Insurance, Mutual Funds (909) 608-0588/608-0589
www.ameripriseadvisors.com
Gorian Investments 1 6 Full Service Stock & Bond Brokerage, San Bernardino, CA Charles Painter
7. 1200 Californoa St., Ste. 220 6 Retirement Plans, Mutual Funds, Fully 1984 President
Redlands, CA 92374 Managed Accounts (909) 888-7551/889-1647
www.psginv.com
JP Turner & Compant LLC 1 4 Mutual Funds, Equities, Life & Health, Atlanta, GA Robert J. Bickele
8. 45110 Club Dr., Ste. B 1,900+ Insurance, Retirement Planning, 1962 Branch Manager
Indian Wells, CA 92210 Estate Planning, Fixed & Variable Annuities (800) 549-6900/(760) 779-5338
www.jpturner.com
National Planning Corp. 1 1 Investment Advisory, Santa Monica, CA Eddie Ngo
9. 222 E. Olive Ave., Ste. 2 Financial Retirement Planning, na Broker
Redlands, CA 92373 Full Service Brokerage (909) 307-1760/307-1763
edngo@verizon.net
Pacific Premier Investment Services 1 1 Mutual Funds, Tax-deferred Annuities Costa Mesa, CA Steve Gardner
10. 1598 E. Highland Ave. 6 0 Life Insurance, Long Term Care Insurance 1983 President
San Bernardino, CA 92404. Financial Planning, 401K (909) 886-9751/886-0710
www.ppbi.com
RPM Insurance & Financial Services 1 1 Investment Advisors Redlands, CA William A. McCalmon
11. 300 E. State St., Ste. 438 Full Service Brokerage 1974 President
Redlands, CA 92373 (909) 792-6765/798-9668
www.rpminsurance.com
Thornes & Associates, Inc. 1 4 Full Service Brokerage, Redlands, CA John T. Thornes
12. Investment Securities Stocks, Bonds, Mutual Funds, 1996 President
412 E. State St. Retirement Plans & RIA (909) 335-7440/335-5746
Redlands, CA 92373 thornes@thornesinvest.com
N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While
every effort is made to ensure the accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O.
Box 1979, Rancho Cucamonga, CA 91729-1979. Copyright 2011 by IEBJ.
cost around $3 million, according
to election experts.
If approved by voters, the
measure would give California the country’s most stringent regu-
lation of the 35 states that have some form of health insurance
oversight.
Health insurers denounce the initiative as big-government
meddling that could lead to higher rates and less coverage for
everyone.
“Giving a politician the power to set prices does not address the
real reason healthcare costs are increasing and could threaten
patients' access to medical care,” said Charles Bacchi, executive
vice president of the California Assn. of Health Plans.
The industry could spend more than $100 million trying to
defeat Consumer Watchdog’s proposed initiative, said Michael
Mattoch, a former insurance committee staffer in the state
Legislature and current executive at auto insurer USAA.
But Rosenfield and Jamie Court, Consumer Watchdog’s presi-
dent, say they like their chances. Private focus groups and polling
show 80% of voters queried would support reining in health insur-
ers, they said.
Some independent analysts share their assessment.
“I imagine this would be quite popular going into a [national]
election. Insurance companies are
Rosenfield...
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the second time Schwartz and
Yates sold the property in 2011.
The buyer was represented by
Eddie Lee of Ashwill Associates. 
“Strong user demand and a lack of inventory available for sale
contributed to the overall successful sale of the property, and it was
sold the second time at a $300,000 price increase,” said Yates.
“The buyer paid all cash and we closed the deal in just 30-days.” 
Clarion Partners Spends $100 Million on Trio of CA
Apartment Communities
Clarion Partners purchased three California multifamily prop-
erties for a combined price of $100 million. The properties are
located in Rancho Cucamonga, Rancho Santa Margarita and
Rohnert Park, and contain a total of 586 units. They were sold by
Kisco Senior Living. 
Village on the Green, Rancho Cucamonga
The largest of the three properties was Village on the Green
Apartments, a 264-unit complex in Rancho Cucamonga, which
sold for $43 million, or about $162.3k/unit. Buena Vida at Towne
Center, a 115-unit community in Rancho Santa Margarita, traded
for $21.5 million, or $187k/unit. And in Rohnert Park, Oak View
of Sonoma Hills, a 207-unit a property, sold for $35.5 million
($170.7k/unit). 
The Clarion Partners acquisition team was led by Richard Pink
and Khalid Rashid and represented by Marcus & Millichap. The
M&M team included John L. Nguyen, a vice president investments
in the firm’s Newport Beach
Real Estate...
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continued on page 39
manufacturing are projected to
account for a combined total of over
$1.5 billion in 2011 and are expect-
ed to remain important sectors for the region’s future growth.
CONCLUSION
This unique report provides detailed forecasts and analysis of
merchandise exports for Inland Empire Metropolitan Statistical Area
(MSA). Exports hold the potential to become an important source of
growth for the region after the Great Recession given the slow recov-
ery as well as the location and existing demographic trends of the
two-county area. There was a spectacular increase in exports over the
2003-2008 period during which time Inland Empire total exports
grew by a robust annual average rate of 17.4%, contributing signifi-
cantly to the economic growth and employment trends in the county.
In 2009 (the most recent available data), exports accounted for
roughly 5.7% of the Inland Empire’s regional output. The Great
Recession had a devastating impact on the Inland Empire economy
given its large exposure to the housing crisis, construction decline
and manufacturing collapse. The area’s economy is intricately linked
to the neighboring coastal counties (primarily Los Angeles and
Orange County). While the recovery has been slow throughout the
Southern California region, it has been exceptionally weak in the
Inland Empire which has suffered from persistent high unemploy-
ment rates, continued issues related to the housing market, low
income growth, and fiscal contractions from state and local govern-
ments. These issues are unlikely to be resolved in the short-term
given that they are structural in nature and a long time is needed
before a final resolution has been achieved.
Exports can become a driving force in the region’s recovery
which means that understanding the main trends and outlook for this
central source of growth is important for both businesses and policy-
makers. However, official data for the region’s exports are provided
with long delays. The International Trade Administration will only
provide limited updated data for 2010 towards the end of 2011. This
report is unique in that it is the first and only available source that fills
in this gap by providing detailed historical data and forecasts of total
merchandise export for Inland Empire by (a) country, (b) region, and
(c) sector.
Using econometric models, our estimates show that Inland
Empire exports increased by 17.9% --to $6.3 billion in 2010. As the
world economy continues to recover, albeit at a lower rate than in
2010, Inland Empire exports are projected to increase again in 2011
by an additional 11.4%. Over 57% of Inland Empire’s merchandise
exports were to Canada, China, Japan, Netherlands and Mexico.
NAFTA members account for roughly one third of Inland Empire’s
exports and they are expected to grow over the forecast horizon.
More specifically, exports to Canada are projected to continue to
exceed $1 billion over the forecast horizon, whereas exports to
Mexico should increase to over $1 billion by 2012.
Manufacturing clusters dominate the type of exports from the
Inland Empire. The three most important technology-related export
sectors are computers and electronic products, miscellaneous manu-
facturing, and transportation equipment, combining for $2.8 billion
or 52.4% of the Inland Empire exports in 2009. Exports for the three
largest sectors are projected to increase in 2011 with computers and
electronic products and miscellaneous manufacturing each exceeding
$1.3 billion and transportation equipments amounting to $1.1 billion.
Exports from chemical, machinery, fabricated metals and food man-
ufacturing are projected to account for a combined total of over $1.5
billion in 2011 and are expected to remain important sectors for the
region’s future growth.
International...
continued from pg. 25
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casual stop by a tasting room to an
entire wine country experience.
In 2008, on the occasion of their
125th anniversary, the Culinary Institute of America inducted Wente
Vineyards’ founder Carl Heinrich Wente into the “Vintners Hall of
Fame” as a “Pioneer.” In 2010, the winery was named both Winery
of the Year by the California Travel Industry Association and
received the Lifetime Achievement award at the 2010 California
State Fair. Several generations of sustainability efforts were also rec-
ognized when Wente Family Estates became among the first winer-
ies to attain Certified California Sustainable Winegrowing status for
its business and winemaking practices in 2010. Also in 2010, the
Course at Wente Vineyards became a Certified Audubon Cooperative
Sanctuary by the Audubon International Program, recognized for its
commitment to provide a sanctuary for wildlife on the golf course
property as part of its holistic sustainability mandate.
With the Winery of the Year Award, Wente Family Estates is rec-
ognized in good company in the Winery of the Year category with
previous recipients J. Lohr, Trinchero Family Estates and
Concannon. The winners will be announced in the Dec. 15th issue
of Wine Enthusiast and a private ceremony honoring the awardees
will be held at the New York Public Library on Jan. 30, 2012.
About Wente Vineyards
Founded in 1883, Wente Vineyards is the country’s oldest contin-
uously operated family-owned winery. Today, Wente Vineyards is led
by the fourth and fifth generations of the Wente family. More than
128 years of committed stewardship to the land led to the develop-
ment in the 1990s of Wente Vineyards’ Farming for the Future pro-
gram, a system of sustainable viticultural practices designed to pro-
duce the best quality wines with the least environmental impact. This
philosophy extends to all aspects of winery operations, where energy
efficiency, waste reduction, recycling and social responsibility are all
integral to the culture.
Located just east of San Francisco in the historic Livermore
Valley, Wente Vineyards is recognized as one of California’s premier
wine country destinations, featuring wine tasting, fine dining and
championship golf. For more information, visit www.wentevine-
yards.com.
About The Restaurant at Wente Vineyards
The Restaurant at Wente Vineyards is an accurate reflection of the
entire Wente Vineyards experience: estate grown, family owned, sus-
tainable. When guests visit The Restaurant at Wente Vineyards, it is
almost as if they have been invited into the Wente family dining
room. Featuring ingredient-driven California wine country cuisine,
recently appointed Executive Chef Matt Greco offers seasonal dish-
es sourced from the Vineyard’s magnificent herb and vegetable gar-
den. With a wine list of 400 West Coast wines, The Restaurant pro-
vides guests with numerous wine pairing options for each dish. The
Restaurant serves lunch and dinner, with brunch service on Sunday.
The telephone number for reservations and information is (925) 456-
2450 or online at www.wentevineyards.com. The Restaurant at
Wente Vineyards is located at 5050 Arroyo Road in Livermore
Valley, CA.
About The Concerts at Wente Vineyards
Fine wine and food, complemented by gracious, personal service,
are the hallmarks of the Wente Vineyards concert experience.
Concerts are held at the beautiful Wente Vineyards Restaurant and
Event Center, located at 5050 Arroyo Road, in a picturesque valley a
few miles south of the town of Livermore. Seating is in a terraced
amphitheater surrounded by gardens, hillsides and tile-roofed winery
buildings recreated in the style of old California. Patrons can
choose either a four-course dinner in the award-winning The
Restaurant at Wente Vineyards, followed by reserved, stage-front
seating, or a buffet-style dinner at tables of 10 on the lawn. The inti-
mate nature and the limited number of tickets sold guarantee that
every seat offers guests an outstanding entertainment experience.
About The Course at Wente Vineyards
The Course at Wente Vineyards opened in July 1998. Designed
by golfing great Greg Norman, the 18-hole championship course is a
picturesque 7,181-yard, par-72, upscale, daily-fee golf course tucked
away in the scenic, rural Livermore Valley, 50 minutes east of San
Francisco. With three distinct topographies - native woodlands,
mature vineyard and rolling hills of natural grasslands - The Course
at Wente Vineyards offers extraordinary visual panoramas and a
diversity of play unmatched in the Bay Area. Additionally in early
2010 and then again in 2011, the Course received the prestigious
Audubon Certification in recognition of maintaining a high degree of
environmental quality in a number of areas throughout the course.
For tee times call 925-456-2425 or visit online at
www.wentegolf.com. The Course is located at 5040 Arroyo Road in
Livermore, CA.
Wente Family...
continued from pg. 34
husband’s employer, I have held on
to my Blue Cross policy because I
know that with my pre-existing
condition I won’t be accepted by another insurance company,” said
Janet Kassouf of Hayward, one of the lead plaintiffs in the lawsuit.
“I have paid big premiums and rarely went to the doctor. Now, Blue
Cross is dramatically increasing my premiums and reducing my cov-
erage in the middle of the year. That’s not fair. If I told Blue Cross
that I decided to pay them a smaller premium in exchange for the
reduction in coverage, Blue Cross would drop me!”
On May 1, Blue Cross increased Janet Kassouf’s:
• Premium by 22%
• Deductible from $1,500 to $1,750
• “Yearly Maximum Co-payment/Co-insurance Limit” – the
total amount that a consumer must pay each year including annual
deductible and co-pays – from $6,000 to $7,050
• “Annual” prescription drug deductible from $250 to $275
“I feel like Blue Cross is stealing from us by charging us more
for less coverage and there’s nothing we can do. Since October of
2010 we’ve had premium increases of 46% and on top of that they
have increased our co-payments and annual deductibles. Our costs
are spiraling out of control and yet they are allowed to change our
coverage every two months,” said Alison Heath of San Francisco,
another of the lead plaintiffs in the lawsuit. “We feel like hostages,
unwilling to give up our health insurance and frightened to imagine
what they’ll try next. They know we are trapped and will try to take
whatever they can from us.”
On May 1, Blue Cross increased Alison Heath’s:
• Premium by 26%
• Deductible from $2,500 to $2,950
• “Yearly Maximum Co-payment/Co-insurance Limit” – the
total amount that a consumer must pay each year including annual
deductible and co-pays – from $7,500 to $8,800
• “Annual” prescription drug deductible from $500 to $575
Blue Cross...
continued from pg. 12
continued on page 39
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employee’s face for weeks, and I
also noticed that many of the other
team members now worked even
harder too in order to earn a write-up themselves. Remember to
always praise in public as ‘loudly as possible,’ and conversely, criti-
cize only in private!”
Identify stars. According to Patkin, identifying stars is taking the
concept behind telling success stories to the next level. Yes, recog-
nize achievements whenever you see them, but also make celebrating
your stars a regular event. Sure, some team members will roll their
eyes at “Employee of the Week/Month” programs, but you can rest
assured that no one is going to turn down this honor.
“Instead of singling out just one person, you might even consid-
er recognizing multiple individuals every month,” Patkin suggests.
“For example, I always wrote about several store managers in our
‘Managers of the Month’ newsletter. Later, I included assistant man-
agers, store supervisors, store salespeople, and our drivers in this let-
ter of champions as well. My profiles for each star would often be a
full page in length, lauding both their professional achievements and
wonderful personal qualities. The newsletters themselves were often
30 pages in length when finished. But I know many within the team
loved to read these personalized recognitions each month, and they
motivated lots of the employees to work even harder to earn a spot on
the pages themselves.”
Make it a family affair. Whenever possible, engage your employ-
ees’ families when praising them. Having a leader validate all the
hours each team member spends at work will be remembered far
longer than a bonus (really!). Plus, when spouses and kids know what
mom or dad does at work and are “on board” with it, your employ-
ee’s performance will be buoyed by support from the ones he or she
loves the most.
“For example, if an employee did something really tremendous, I
would call his home, generally trying to get the answering machine
and not a person,” Patkin shares. “Then I’d leave a voicemail like this
one:
“Hi, (name of spouse and kids), this is Todd Patkin from Autopart
International where your husband and dad works. I just want to tell
you that your husband and dad is the most incredible, wonderful,
amazing person in the whole world. He just broke our Nashua, New
Hampshire, store’s all-time sales record. Guys, that is incredible!! So,
please, kids, do me a favor. When your dad comes home tonight,
everyone run up and give him a huge hug and tell him how proud you
are of him and how great he is. And, (name of spouse), I hope you too
will give him a big hug and a wonderful kiss to make sure he knows
how much you love him and how much he is appreciated for all he’s
doing for our company. Thanks, guys.
“And in fact, years later, many employees whose families
received these phone calls told me that although they didn’t remem-
ber how much their bonus checks were for that year, that extra-spe-
cial homecoming was still clearly etched in their memories.
“Instead of just seeing Thanksgiving as an opportunity to eat a
turkey dinner, challenge yourself this year to think about just how
much your employees mean to you, and how you can convey that to
them,” concludes Patkin. “Trust me, showing people love, apprecia-
tion, and respect trump money just about every time when it comes
to building long-term motivation and boosting employee morale and
loyalty. When you take the time to make your employees feel valued,
they’ll know that you care about them on a more personal level, and
they’ll be much happier at work. And in the end, when you’ve
achieved a really positive atmosphere at work and the improved bot-
tom line that will surely come from it, you’ll feel amazing too!”
For additional information, visit
www.findinghappinessthebook.com.
Give (and Show)...
continued from pg. 18
Expedition Trail, which runs the
full length of the Bitterroot Valley
•Big Hole National Battlefield,
where the Nez Perce Indians and the U.S. Cavalry had a famous
encounter
• Bannack, the first state capital of Montana, a ghost town
whose buildings remain in good condition
Weather in the Mountains
The elevation at Triple Creek Ranch is an invigorating 4,600
feet. Springtime temperatures range between 45° and 75° with
crisp mornings and evenings. Summer days are warm and sunny,
anywhere from 65° to 95° and may cool down to 45° at night. Fall
tends to be a bit warmer than spring, with temperatures between 50°
and 80° during the day, and dropping as low as 30° after sunset.
Winter days are typically 25° to 45° with overnight temperatures in
the low 20s.
Weather can be unpredictable. Storms can occur with little warn-
ing and temperatures can change quickly. In all seasons, it is best to
be prepared for varying conditions by layering your clothing and
carrying extra water. Because of the higher elevation, sunscreen
and lip balm are highly recommended along with hats and a light-
weight, long-sleeved shirt to protect you from the sun.
Wildlife on the Ranch
In addition to ranch horses grazing in the meadows, elk, deer,
moose, turkeys and osprey make
Triple...
continued from pg. 43
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F o r P l a n n i n g  2 0 1 2  A d v e r t i s i n g ,  M a r k e t i n g ,  a n d  P u b l i c i t y  W i t h
T h e  I n l a n d  E m p i r e  B u s i n e s s  J o u r n a l
January
• Education • 2011 Banking Review • Hotel Suites
• World Trade • Economic Development Agencies • Colleges and Junior Colleges
• Year End Review • Cities in Growth • Financial Brokerages
• Health Service Directory
February
• Commercial R.E. Developers • 2012 Economic Forecast • Banks
• Residential Real Estate • Building and Development-Who’s Building • Commercial/ Industrial Contractors
• Architecture/Land Planning • Business Banking • Residential Builders
• Redevelopment • Architectural Engineering, Planning Firms
March
• Major/MultiEvent Venues • Environmental • MBA Programs
• Financial Institutions • Executive Education • HMOs/PPOs
• Health Care • City Economic and Demographic Data • Residential R.E. Brokers
• Women-owned Businesses
April
• Meetings & Conventions • Women Who Make a Difference • Indian Gaming
• Airports • Meetings/Conventions • So Cal Vacation Spots
• New Home Communities • Travel/Hotels/Tourism • Hotel Meeting Facilities
• Malls & Retail Stores • Commercial R.E. Brokers • Visitors and Convention Bureaus
• Small Business Handbook
May
• Economic Development (Riverside Cty.) • Women-owned Businesses • Environmental Firms
• Marketing/PR/Media Advertising • Human Resource  Guide • Employment/Service Agencies
• Insurance Companies • Chambers of Commerce • Law Firms
• Who’s Who in Law • I.E. Based Banks
June
• Financial Institutions (1st Quarter, ’12) • Health Care & Services • Hospitals
• Travel and Leisure • High Technology • Savings and Loans
• Employment Agencies • Golf Resorts • Motorcycle Dealers
• Home Health Agencies • Senior Living Centers • Medical Clinics
• Economic Development (San Bernardino County) • What’s New in Hospital Care
July
• Manufacturing • Marketing/Public Relations • CPA Firms
• Distribution/Fulfillment • Media Advertising • Commercial Printers
• Credit Unions • Casual Dining • Ad Agencies/Public Relations Firms
• Event Planning • Building Services Directory • Largest Insurance Brokers 
• High Desert Economic Development • SBA Lenders
• Staff Leasing Companies Serving the I.E.
August
• Personal/Professional Development • Environmental • Largest Companies
• Employment/Service Agencies • Expansion & Relocations  • Small Package Delivery Services
• Health & Fitness Centers • Women in Commercial Real Estate • Tenant Improvement Contractors
• Caterers • Who’s Who in Banking • Credit Unions
September
• Mortgage Banking • Health Care & Services • Largest Banks
• SBA Lending • Airports • Largest Hotels   
• Independent Living Centers • Who’s Who in Building Development • Golf Courses
October
• Lawyers/Accountants-Who’s Who • Telecommunications • Internet Services
• HMO/PPO Enrollment Guide • Office Technology/Computers • Long Distance/Interconnect Firms
• Economic Development Temecula Valley • International Trade • Copiers/Fax/Business Equipment
• Financial Institutions (2nd Quarter, ‘12) • Holiday Party Planning • Private Aviation
November
• Retail Sales • Human Resources Guide • Commercial R.E. Development Projects
• Industrial Real Estate • Executive Gifts • Commercial R.E. Brokers
• Commercial R.E./Office Parks • Building and Development • Fastest Growing I.E. Companies
• Educational Services Directory • New Communities • Mortgage Companies
• Title Companies
December
• Financial Institutions (3rd Quarter, ’12) • Health Care • 2013 “Book of Lists”
• Top Ten Southern California Resorts • Professional Services Directory • Business Brokerage Firms
• Temporary Placement Agencies
EDITORIAL FOCUS SUPPLEMENTS LISTS
2012 EDITORIAL SCHEDULE
Subscribe to the Inland Empire Business Journal
See page 12
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4231 Winevi l le  Road
Mira Loma, CA 91752
(951)  685-5376 or (951)  360-9180
www.gal leanowinery.com
Tour the Historic Winery weekends from 2:00 pm to 4:00 pm or by appointment
Listed in the National Register of Historical Places
Weddings • Anniversaries
Birthdays • Special Events
Graduations • Holiday • Gifts
Wine Tasting Available Daily
RESTAURANT REVIEW
Wente Family Estates Named American Winery of the Year
By Wine Enthusiast Magazine
Carolyn Wente, CEO and
fourth generation winegrower of
America’s oldest continuously
owned and operated winery, is
pleased to announce that her
family business has received the
2011 American Winery of the
Year award from Wine
Enthusiast magazine. Wente
Family Estates is comprised of
Wente Vineyards, Murrieta’s
Well and Tamás Estates as well
as entwine, a partnership
between The Food Network and
Wente Vineyards. Known as the
Wine Star Awards for the last 11
years, the magazine honors
international wine personalities
who have had great influence on
the world of wine.
Wente Family Estates joins
an esteemed group of winners
this year including Restaurateur
of the Year Michael Mina,
Winemaker of the Year Bob
Cabral of Williams Selyem, and
Georg and Maximilian Riedel as
Generations of Innovation,
among others. Upon learning of
the news, CEO Carolyn Wente
stated, “This is really such a
wonderful acknowledgement
and recognition for the five gen-
erations of my family who have
remained committed to the wine
business. We all love what we
do and my two brothers Eric and
Phil and my niece and nephew
Christine and Karl are individu-
ally helping to build our compa-
ny into a strong, relevant and
quality driven winery in the 21st
century. We have built on the
foundation laid by my great
grandfather, Carl Wente, who
came to this country as an immi-
grant in the late 19th century, to
the Livermore Valley in 1883.”
This award comes at an aus-
picious time for the winery as
2012 will mark the 100th
anniversary of Chardonnay
coming to America. In 1912,




California. His plantings and
experimentation with the
Chardonnay clone began a chap-
ter in California wine history
that continues today. Post
Prohibition, Chardonnay plant-
ings encompassed roughly 100
acres in California, and today
nearly 100,000 acres are planted
to Chardonnay and it is the top
selling varietal in the country.
Over 75% of the Chardonnay
planted in California is derived
from the Wente clone, making
the Wente family integral in the
development of wine culture for
Americans.
As one of the top 30 wine
companies in America several
years running, Wente Family
Estates has established itself as a
unique company given that it is
family-owned, and all of its fruit
is estate grown and sustainably
farmed. Due to the vision of
CEO Carolyn Wente, the winery
was also among the first to
develop a wine country destina-
tion program when 25 years
ago, Carolyn launched both an
onsite fine dining restaurant,
The restaurant at Wente
Vineyards, as well as the
renowned concerts at Wente
Vineyards. In 1998, the win-
ery opened the Course at Wente
Vineyards on property, an 18-
hole championship course
designed by Greg Norman.
Blazing a trail that many would
follow, Wente Vineyards made
wine country more than just a
continued on page 31
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Best-selling Business Books
“The 11 Laws of Likability:
Relationship Networking…
Because People Do Business With
People They Like,”
By Michelle Tillis Lederman; AMACOM Books, 
New York, New York; 2011; 226 pages; $16.95.
Here are the current top 10 best-selling books for business. The
list is compiled based on information received from retail book-
stores throughout the U.S.A.
1. “Steve Jobs,” by Walter Isaacson (Simon &
Schuster…$35.00)(3)*
The story of a modern Thomas Edison. 
2. “Strengths Finder 2.0: A New and Updated Edition of the
Online Test From Gallup’s Now, Discover Your Strengths,” by
Tom Rath (Gallup Press…$22.95)(1)*
Discover your strengths and integrate them with your career.
3. “The Little Book of Leadership: The 12.5 Strengths of
Responsible,Reliable, Remarkable Leaders That Create Results,
Rewards, and Resilience,” by Jeffrey Gitomer & Paul Hersey (John
Wiley & Son…$22.00)(2)*
A concise look at the fundamental traits of leadership.
4. “That Used to Be Us: How America Fell Behind in the World
It Invented and How We Can Come Back,” by Thomas L.
Friedman & Michael Mandlebaum, (Farrar, Straus and
Giroux…$28.00) (9)*
One possible roadmap back to fiscal and market stability.
5. “Great by Choice: Uncertainty, Chaos, and Luck-Why Some
Thrive Despite Them All,” by Jim Collins
(HarperCollins…$29.99)**
Why some people succeed against all the odds. 
6. “EntreLeadership: 20 Years of Practical Business Wisdom
From the Trenches” by Dave Ramsey (Simon &
Schuster…$26.00)(4)*
Experienced advice on business leadership.
7. “Reckless Endangerment: How Outsized Ambition, Greed,
and Corruption Led to Economic Armageddon,” by Gretchen
Morgenson
(Times Books…$30.00)(5)*
The why and how of America’s fall from economic grace.
8. “The Price of Civilization: Reawakening American Virtue and
Prosperity,” by Jeffrey D. Sachs (Random House…$27.00)**
Doing something about the negative impact of globalization.
9. “Nothing to Lose, Everything to Gain: How I Went From Gang
Member to Multimillionaire Entrepreneur,” by Ryan Blair
(Penguin Group…$16.00) (6)*
How goal setting and total focus takes you from zero to 100%. 
10. “The Accidental Billionaires: The Founding of Facebook: A
Tale of Sex, Money, Genius, and Betrayal,” by Ben Bezrich (Knopf
Doubleday…$18.12) (8)*
A business book that's so juicy that Hollywood made it a movie.
_______________________________________________________
*(1) -- Indicates a book’s previous position on the list.
** -- Indicates a book’s first appearance on the list.
For the past decade there
has been a growing downplay
of what is often called
“schmoozing” customers.
That’s the technique that was
frequently used before the 21st
Century to build customer rela-
tions and influenced buying
decisions. To a certain extent
author Michelle Lederman is
advocating the return likability.
Not the kind of likability that
Arthur Miller’s fictional sales-
person, Willy Loman, practiced.
Willy not only wanted to be
“liked, but well liked.” That’s
not what Ms. Lederman is pro-
posing. 
Nor is the author replacing
the need for human likability
with the current arm’s length
chill between buyer and seller.
As she notes, “Many network-
ing experts urge people to be
strategic and deliberate to a
fault, focusing on how to work a
room and get in front of key
people. The act of meeting peo-
ple and seeking connections
begins to feel like a dreaded
chore, and when it feels like
something you have to do rather
than want to do, it’s hard to
motivate yourself to do it at all,
let alone do it well.”    
She goes on to point out:
“Contrary to what many
networking experts counsel
(and what I, too, used to
believe) every interaction does
not need to have an intent or
specific objective. We do not
need to focus with laser like
precision on what our takeaway
from a conversation will be,
because building relationships
is not about transactions—it’s
about connections. It is about
creating opportunities for hon-
est and authentic interactions,
and making them advantageous
for all parties involved. It’s
about liking and being liked.”
The author, however, is
quick to point out that likability
has little to do with sitting




doesn’t mean making every-
thing all perky and bright and
constantly being happy. In some
ways it’s just the opposite.
Harnessing likability is about
uncovering what is authentical-
ly likable—in you, in the other
person, in your connection. It is
through the strength of what is
genuine that meaningful con-
nections build into relation-
ships. The term networking is
simply another way to think
about how to start a relation-
ship. Our relationships are our
network. Whether they stem
from business or personal situa-
tions, our relationships are what
support us, connect us, and
allow us to progress in all
aspects of our lives.”
The “11 laws of likability”
are actually paradigms for net-
working and relationship build-
ing. They can be used as a key
element of the selling function,
the management function, or
simply expanding your network
of new friends. Lederman lists
her chapter heading after each
of the laws that she proposes:
authenticity, self-image, percep-




There will be some people,
many of them men, who may
say that they can’t work the way
that author Lederman proposes.
That’s a shame because 30
years or more ago, virtually all
outside salespeople and most
managers (whether they were in
sales or not) were men who
knew the business importance
of building likability among
customers and subordinates.
They learned how to network
because it was an essential skill
if they had any hope of making
a living or successfully building
a network of customers or co-
workers. 
“The 11 Laws of Likability”
realistically offers a new look at
a traditional way of building
human connections in the mar-
ketplace. Also, without address-
ing the specific point, author
Lederman offers a number of
good reasons why customer
service departments should put
less emphasis on how long a
phone representative speaks
with a customer and more
emphasis on retaining a paying
customer. Lederman offers a
refreshing breeze in a situation
that has become a bit too foggy.
--  Henry Holtzman
MANAGER’S BOOKSHELF
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says, quite simply, don’t be pre-
dictable.
They do recommend a couple of
other suggestions.
Long passwords are better passwords. They suggest eight charac-
ters or more. You might want to try two words connected by an
underscore.
Logically, another suggestion is to not use one password for
everything. I wish I could do that, but as they point out, if someone
hacks my Facebook account, they can get into my bank account.
They also suggest an online password manager. I am dubious. If
it takes one password to get into the manager, they again can get into
my bank account.
Would you believe that they also advised a scrap of paper in my
wallet. Now you may have gotten ahead of me here. What happens
when I lose the wallet?
As it happens SplashData sells an app that helps you manage your
passwords.
What we come down to is a conflict between your personal secu-
rity and ease of use for online purchases. Like golf clubs, a lot of
computers are getting beaten up because of the users’ frustration. The
cowardly part of all of this is that there are few convenient phone
numbers to call for help. You usually just get a screen message say-
ing that it can’t accept what you’ve submitted and that’s too bad.
I wonder if Aladdin had this much trouble a thousand years ago
with “Open Sesame?”
This...
continued from pg. 5
TEMECULA PR FIRM – DRIVEN




DRIVEN PR Earns Award in Media Relations
Category for Work With Zero Motorcycles
DRIVEN Public Relations, a multi-award-winning, specialized
public relations firm located in Temecula, announced the agency has
won a Polaris Award presented by the Public Relations Society of
America – California Inland Empire Chapter (PRSA-CIEC). The
award recognizes excellence in the field of public relations and DRI-
VEN received the honor based on its 2010-2011 media relations cam-
paign for electric motorcycle manufacturer Zero Motorcycles. The
annual PRSA-CIEC awards program was hosted this past October, at
the Center State Theater in Fontana.
“Thank you to all of our colleagues in the PR industry that voted
for DRIVEN. We are honored to
receive this award. Without ques-
tion, this award goes to all the hard
work our team puts in day in and
day out. Their dedication to deliv-
ering the very best results for our
clients is apparent and this award is a great way to showcase some of
our successes,” said Michael Caudill, president, DRIVEN Public
Relations.
The Polaris Award comes as DRIVEN continues its growth with-
in the automotive and motorcycle industries. Most recently, DRIVEN
has begun supporting the Progressive® International Motorcycle
Shows® (nationwide), Maxim and LINE-X Protective Coatings. Its
current client list includes: Zero Motorcycles, AC Propulsion, Inland
Empire Auto Show and Zaah Technologies. DRIVEN also supports
the Motor Press Guild, the nation’s largest non-profit automotive
media association, in a pro-bono public relations capacity.
their home at Triple Creek Ranch
and the surrounding areas. You may
also spot bald eagles flying above
the ranch or along the Bitterroot River so be sure to pack your cam-
era. When you do come into contact with animals during your
vacation, remember to respect their territory and keep your dis-
tance.
Triple Creek Ranch Service Sets the Benchmark
Every staff member of Triple Creek Ranch is here to assure that
your visit with them is not just what you hoped it would be, but even
more. From the time you arrive and are greeted by a member of their
staff, you’ll experience the style of service that defines them. At
Triple Creek they pride themselves in meeting the standards of
Relais & Châteaux’s 5 C’s—courtesy, charm, character, calm and
cuisine.
The Good Life, Triple Creek Ranch Style
Guests can completely relax, knowing their stay at Triple Creek
Ranch includes gourmet dining, house cocktails and house wines, as
well as use of all ranch facilities, fly-fishing lessons, tennis, fitness
center and more. Triple Creek Ranch considered the smallest details,
like fresh-baked cookies, fresh fruit, and homemade trail mix in your
cabin each afternoon.
For information or reservations, call 800-735-2478 or consult
the web site at www.relaischateaux.com.
Triple...
continued from pg. 32
not exactly the most favorite insti-
tutions,” said Larry Levitt, a senior
vice president at the Kaiser Family
Foundation, a national healthcare think tank not related to the
Kaiser Permanente health maintenance organization.
Rosenfield is no stranger to David versus Goliath battles.
Helped by his mentor, consumer activist Ralph Nader,
Rosenfield in 1988 persuaded California voters to pass Proposition
103. That landmark ballot initiative slashed car insurance rates and
forced auto insurers to get approval from state regulators for future
premium hikes. The law also applies to rates for homeowners’ and
most other lines of property and casualty insurance.
Outspent by the opposition $120 million to $3 million,
Rosenfield’s tiny operation prevailed by tapping into the frustra-
tion of California motorists fed up with skyrocketing premiums.
Despite dire predictions that carriers would flee the state,
California’s auto insurance market
Rosenfield...
continued from pg. 29
continued on page 39
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Adams. “We have DuPont to thank
for nylon, Teflon®, Kevlar®,
Tyvek®, Corian®, and Lycra®.
Over the last few years, they invested in implementing New Product
Blueprinting to improve direct customer engagement. They asked me
to work with them to design a new and innovative way to train and
implement New Product Blueprinting.”
To put this in perspective, DuPont invested in organic growth
during the worst recession since the 1930s, when most companies
were “circling the wagons.” An impressive and bold move.
“My point is simple,” concludes Adams. “Winning companies
know what provides their winning edge—understanding and meeting
customer needs. And they continue to win because they figure out a
way to invest in and consistently build this edge.”
For more information, visit www.newproductblueprinting.com.
Harsh...
continued from pg. 6
are, mention that once you learn
more about the job requirements
and the company’s full compensa-
tion structure (salary, bonus, profit sharing, perks, equity etc) you
will be in a better position to answer. Also say that given your strong
interest in the job, you will be flexible and are confident that you will
reach an agreement comfortable for both parties.
For executives over 50, reducing salary requirements can often be
the key reason they get an offer. And in most cases, they end up mak-
ing more money over the long run from deferred compensation
received for good performance.
5. Describe Intarpreneurial Achievements.
Over 50 executives are often perceived as being too corporate.
Having enjoyed the full resources of larger companies, many are not
equipped to succeed in smaller companies where they have the best
chance of finding jobs at their age. The best way to counter this
objection is to relate examples in your career when you worked on
projects with larger organizations requiring “intrapreneurial” skills.
Explain how you led or worked on successful projects with cross-
functional teams supported by a small budget and lean staff. Then
you can stress your unique ability to combine larger company expe-
rience with small company skills.
50 and...
continued from pg. 9
Bottom line, at its heart, interview is selling. To win, you must
sell yourself more convincingly than other qualified candidates com-
peting for the same job.
For additional information, visit their web site at www.firedat-
fifty.com.
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www.BergmanWindowWashing.com
lion cases of instant noodles
every month, with each case
containing 12 bowls of noodles.
Nogshim currently employs
about 300 people but with the
addition of the fourth production
line will be looking to add new
employees.
Senator Dutton...
continued from pg. 12
Consumer Watchdog is a
non-profit and non-partisan
consumer advocacy group with
offices in Santa Monica, CA and





continued from pg. 31
Also thanks to the
Affordable Care Act, Medicare
preventive health benefits are
now available for free. These
services include cancer screen-
ings and an annual wellness visit
with your doctor.
David Sayen is Medicare’s
regional administrator for
California, Arizona, Nevada,
Hawaii, and the Pacific Trust
Territories. You can always get
answers to your Medicare ques-
tions by calling 1-800-
MEDICARE (1-800-633-4227).
The Facts...
continued from pg. 14
office; Alexander Garcia, Jr., a
senior vice president invest-
ments in the firm’s Ontario
office; and Brad Pennington, a
first vice president investments
in their San Francisco office. 
“These properties feature
amenities designed for individ-
uals with active lifestyles,
including on-site, state-of-the-
art gyms, in-house theater-style
projection rooms and weekly
activities,” says Nguyen.
“They are truly the ‘best in
class’ and have performed very
well during the recession with
little to no rent compression.” 
Village on the Green
Apartments is at 9400 Fairway
View Place in Rancho
Cucamonga, in San Bernardino
County. The property is sur-
rounded by the fairways of
Empire Lakes Golf Course and
is within close proximity of the
Victoria Gardens Mall, the
Ontario Convention Center and
the James L. Bruite Senior
Center. The Ontario Mills
shopping mall and the
Citizen’s Bank Arena are with-
in walking distance. 
The 55-plus apartment
community features a 9k-
square-foot clubhouse and
wellness center, a resort-style
pool and spa, a fitness center,
picnic area, library, game room
and a business center. Each
unit has central air condition-
ing and heating, full-size stack-
able washer and dryer, refriger-
ator, microwave and private
patio and balcony. 
Real Estate...
continued from pg. 30
net more money from people—
just as higher prices do not cre-
ate more sales.
At the end of the day, con-
sumers and businesses have
only have so much money – the
number and variance of taxes
leaves them with only so much
in their pockets. Attempting to
pick another of their pockets
will not produce long-term,
newfound gold. It will only
leave them weaker than before
and so to our economy – all of
which leads to prolonged budget
deficits.
I am literally saddened to
hear some think a massive new
category of taxation is the
answer to California’s economic
or budget problems. At some
point, those who want to raise
tax rates or create new taxes will
come to understand that
California is already uncompeti-
tive because it is over taxed and
over regulated – while they may
not get that during an economy
where California homeowners
have lost nearly $2 trillion in
homeowner equity, the over
10,000 people that leave this
state every week and those fac-
ing foreclosure and under-water
mortgages certainly do.
The Fallacy...
continued from pg. 17
demand for newly-developed
real state and, therefore, has a
special impact on the economy
of the High Desert which has
historically been dependent on
real estate development as a
stimulus for local economic
growth.





continued from pg. 22
remains competitive.
Premiums have declined by
about 30%, saving Golden
State motorists billions,
according to the Consumer
Federation of America.
Health insurance “fits per-
fectly with 103,” Rosenfield
said.
Insurance industry oppo-
nents counter that Rosenfield
and his colleagues have other
reasons for wanting to expand
Proposition 103. Over the last
two decades, they’ve reaped
millions in legal fees and set-
tlements from insurance com-
panies while declaring them-
selves champions of the little
guy.
Bacchi of the California
Assn. of Health Plans criticized
Consumer Watchdog as “a self-
anointed consumer advocate,”
pursuing “yet another deeply
flawed policy proposal that is
ultimately designed to line
their pockets with cash from
expensive lawsuits.”
Rosenfield, who has shaved
his mustache, buffed up his
physique and upgraded his
wardrobe since his Nader's
Raiders days in the 1970s and
1980s, said he welcomes insur-
er insults. That's “how I know
we’re doing our job,” he said.
But the proposed health
insurance initiative promises to
earn Rosenfield more adver-
saries than usual.
Carefully inserted in the
measure is a one-sentence
“poison pill” that could nullify
a proposed auto insurance ini-
tiative that’s also aimed for the
November 2012 ballot. The
crafty tactic was aimed straight
at Rosenfield’s old nemesis:
George Joseph, the chairman of
Los Angeles-based Mercury
General Corp., who is helping
to bankroll the auto insurance
measure.
That initiative, which
would offer certain discounts
to longtime insured motorists,
would weaken Proposition
103, Rosenfield said, by effec-
tively raising rates for drivers
Rosenfield...
continued from pg. 37
who were previously unin-
sured. Last year voters defeat-
ed a similar ballot measure,
with the losing campaign cost-
ing Mercury $16 million.
Undeterred, Joseph already has
pumped $8 million into the
new effort, which officially is
sponsored by the American
Agents Alliance, a trade group.
Rosenfield said his word-
ing would restate and expand a
controversial provision of
Proposition 103 that previously
uninsured drivers should not be
penalized with higher insur-
ance rates. It would take effect
if both Rosenfield’s and
Joseph’s measures were
approved but Rosenfield’s gets
more votes.
The poison pill, insurers
argue, is unconstitutional and
is likely to be challenged in
court on the grounds that initia-
tives by law can deal with only
one subject.
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APPLE VALLEY, CA 92307
S&R JONES PROPERTY
MANAGEMENT











TWIN PEAKS, CA 92391
SOLAR MOBILE NOTARY
9630 MESA VISTA ST.
APPLE VALLEY, CA 92308
GARDNER CREATIVE
VENTURES
108 W. AEROPLANE BLVD.
BIG BEAR CITY, CA 92314
KAIA’ F.I.T. REDLANDS
700 E REDLANDS BLVD.
STE. U-173 
REDLANDS, CA 92373
KOUNT ME IN 
ENTERTAINMENT




LA POBLANA MI 
RANCHITO MARKET
1842 PUENTE AVE. 
BALDWIN PARK, CA 91706
LIBERTY RECYCLING










3374 CLIPPER DR. CHINO
HILLS, CA 91709
MOTEL 7
1400 W. MAIN ST.
BARSTOW, CA 92311
MOUNTAIN COLLEGE
1383 SHAY RD. 
BIG BEAR CITY, CA 92314
ALEXI’S SUNGLASSES

















611 E. BARKER BLVD.









7168 ARCHIBALD AVE. 
STE. 100





73644 29 PALMS HIGHWAY
29 PALMS, CA 92277
PAINT BY THREADS
11809 LA COSTA CT.
YUCAIPA, CA 92399
PAPA JOES PIZZA




APPLE VALLEY, CA 92307
POPEYE’S SMOKESHOP






























596 PINE KNOT AVE. 


















2743 S. SANDPIPER AVE.
ONTARIO, CA 91761
TORTAS LAS GLORIAS #3










1280 SOUTH E ST.
SAN BERNARDINO, CA
92408









2248 NORTE VISTA DR.
CHINO HILLS, CA 91709
FUTURE MEDIA








202 W. FOOTHILL BLVD.
RIALTO, CA 92376
GREEN HIPPO PLUMBING
807 EAST I ST.
ONTARIO, CA 91764
H & H PROPERTY MGMT






































































































APPLE VALLEY, CA 92308
ALPINE LANDSCAPING &
LAWN SERVICE






























BIG BEAR COZY CABINS
732 E. MEADOW LN.
BIG BEAR CITY, CA 92314




ALTA LOMA, CA 91737
LIBERTY COMPONENTS
























CEDAR GLEN, CA 92321
ART & SOUL ANTIQUES
6880 ARCHIBALD AVE. 
STE. 71
ALTA LOMA, CA 91701

























































MIRA LOMA CA 91752
CHA, JUSTIN JOOHYUN
12584 CURRENT DR.
MIRA LOMA, CA 91752
CLEF CONSTRUCTION
12584 CURRENT DR.
MIRA LOMA, CA 91752
CHA, JUSTIN JOOHYUN
12584 CURRENT DR.
MIRA LOMA, CA 91752






























SAN JACINTO, CA 92583
S & L PROPERTY
MANAGEMENT
25190 HANCOCK AVE. 
STE. A
MURRIETA, CA. 92562












































1469-B S. SAN JACINTO
AVE.
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DAVID & ROSE BLOCK
WORKS
20574 PAWNEE RD.
APPLE VALLEY, CA 92307
DESERT HIGH TRUCK &
AUTO RECYCLERS





















223 S. OLIVE ST.
RIALTO, CA 92376
CONDO PROPERTIES








BIG BEAR LAKE, CA 92315
DACODAS WORKZ






616 N CALAVERAS AVE.
ONTARIO, CA 91760
CONSULTING SOLUTIONS


























CEEDS FOR THE SOUL
SEMILLAS PARA
EL ALMA
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YUCCA VALLEY, CA 92284
EPIPHANY GRAPHICS






18793 VALLEY BLVD. 
STE. C 
BLOOMINGTON, CA 92316
ESCAREN OF LOORS &
MORE






CASH, TRASH N 
TREASURES























15683 ROY ROGERS DR.
STE. B-204
VICTORVILLE, CA 92394
R & B CUSTOM CABINETS
17396 MUSKRAT AVE.
ADELANTO, CA 92301







YUCCA VALLEY, CA 92284
J&A BAKERY & DONUTS

























BALDWIN PARK, CA 91706
























PALM DESERT, CA 92211
BROWN, THERESA ANN
77337 PRESTON TRAIL
PALM DESERT, CA 92211
IT’S NOT MY FAULT I'M
RICH




















JJ PARIS  “A FRANCHISE
OF NAVTHAT”
3612 VISTA VERDE
PALM SPRINGS, CA 92262
JJ PARIS LLC
3612 VISTA VERDE




LA QUINTA, CA 92253
DORIA, LEOPOLDO
79448 CALLE PROSPERO




LA QUINTA, CA 92253
DORIA, NANCY ANNE
79448 CALLE PROSPERO
















PALM DESERT, CA 92260
TRUE, ARTHUR ALLEN
20975 SKY RIDGE RD.
SKY VALLEY, CA 92241
FIT WITH FIDO
43-900 PORTOLA AVE.
PALM DESERT, CA 92260
TRUE, NANCY ANN
20975 SKY RIDGE RD.













701 BROOKSTONE DR. 
STE. 203
CHULA VISTA, CA 91913
MESIA, MARIELENA
701 BROOKSTONE DR. 
STE. 203
CHULA VISTA, CA 91913
RLP ENTERPRISES
80382 GREEN HILLS DR.
INDIO, CA 92201
PECH, ROBERT LEE

















CORONA, CA 92880 
SOLAR SERVICE CENTER
53630 AVENIDA NAVARRO




LA QUINTA, CA 92253
ACACIA
333 S INDIAN CANYON
STE. G AND H
PALM SPRINGS, CA 92262
GOODMAN, GREGORY S.



















INDIO, CA 92201 
WATTS, NATALIE





LAKE ELSINORE, CA 92530
BARTLETT, VALERIE ANN
18566 HILLDALE LN.










1886 EL NIDO AVE.
PERRIS, CA 92571
GARCIA, IRMA
















1800 N SUNRISE WAY
PALM SPRINGS, CA 92262
“LIFE-LIKE” DENTURES
AND PARTIALS
74-420 HIGHWAY 111 
STE. 1
PALM DESERT, CA 92260
HOTTINGER, JOHN
HOWARD DDS








1800 N SUNRISE WAY
PALM SPRINGS, CA 92262
CHANDRASENA, VIJITH
LALINDRA
1800 N SUNRISE WAY
PALM SPRINGS, CA 92262
AFFORDABLE SIGNS TO
GO
1800 N SUNRISE WAY


























































































SUN CITY, CA 92585
MATOS, DOLORES YANEZ
27459 CANTERBURY ST.
SUN CITY, CA 92585
TOWING ALL DAY
27459 CANTERBURY ST.
SUN CITY, CA 92585
MATOS, WILLIAM JAVIER
27459 CANTERBURY ST.
SUN CITY, CA 92585














































37574 NEW CASTEL RD.
MURRIETA, CA 92563
RUBIO, NOEMI
22781 DEER RUN CT.
MURRIETA, CA 92562
N E W B U S I N E S S County of Riverside
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Triple Creek Ranch—A Montana Hideaway
Pure Mountain Luxury
Triple Creek Ranch is a
small, intimate resort designed
for adults*. Situated among
the towering pines on the side
of Trapper Peak, the highest
mountain in Western Montana,
this unforgettable retreat offers
the merging of unmatched natu-
ral beauty with the height of
comfort and personal service.
From the beautiful, welcoming
main lodge, a world-class
restaurant and paramount wine
cellar, to the deluxe private
guest cabins nestled in the trees
throughout the property, it’s the
attention to the smallest details
that make the Triple Creek
Ranch experience so memo-
rable.
Keeping In Touch
We hope you’ll unwind and
enjoy being away from the daily
routines. However, we under-
stand that many of you must
stay in touch with family and
colleagues. While many ranch
guests are surprised to find
there is no cell phone service at
Triple Creek Ranch, each cabin
has its own direct-dial phone
number with voice mail and
wireless Internet connection.
Bring your wireless laptop com-
puter to the lodge or make use
of the guest computer in the
library which offers a high-
speed satellite Wi-Fi Internet
connection. You will also find
fax service, high-definition
plasma televisions and a library
of books, CDs and DVDs.
History
The original 40 acres of the
ranch belonged to Reverend and
Mrs. House from New York
State. He was a minister in
Conner and she taught at the lit-
tle red schoolhouse on Piquette
Creek Road. Both were also
teachers at the school in Darby
and they raised four children in
the original house located at the
center of Triple Creek Ranch.
The first 50 acres of Triple
Creek Ranch was purchased
and developed by a Michigan
industrialist in 1982. Triple
Creek Ranch served as his
personal retreat for the first
four years and then was
developed into “Triple
Creek Ranch, a Montana
Hideaway.” In 1993, he
sold the property and busi-
ness to the current owners, a
couple who, as frequent
guests, had fallen in love
with the ranch. They have
since infused the resort with
a passion and enthusiasm
that have made it the elegant
Montana high country resort
it is today. In 1995, Triple
Creek Ranch became a
member of the prestigious
Relais & Châteaux
Association.
Over the years, the ranch
has continued to evolve with
new cabins, the tennis court,
pool, fishing ponds, fitness
center and Rider’s Roost being
added. Approximately 3,000
square feet were added as part
of a complete renovation of the
main guest lodge in 2004.
*The entire ranch may be
reserved for family reunions or
business retreats during the
months of October, December,
January, February and May
(excluding the Christmas and
New Year holidays), in which
case children under 16 may be
invited.
A Destination for All
Seasons
The Bitterroot
Valley on the west-
ern Montana and




in all four seasons.
In spring, the mead-
ows are alive with
wildflowers and the
air is fresh with new
beginnings. In
summer, the sun-
filled days are perfect for horse-
back riding, fishing, scenic
float trips, rafting and swim-
ming.
The mountains dressed for
fall are a dazzling sight with
bright blue skies and aspen
shimmering in the sun … fol-
lowed by crisp, cool evenings.
Our surprisingly mild winters
are exhilarating with the beauti-
ful silence of fresh powder
mornings, the breathtaking
grandeur of Bitterroot Mountain
panoramas and the excitement







Some guests never leave the
property during their stay. But
if you do venture out, the
Bitterroot Valley of Western
Montana has much to offer.
The mountains and rivers are a
photographer’s dream. The
Bitterroot National Forest bor-
ders Triple Creek Ranch and is
home to many of our popular
hikes. Short drives away, the
following trail heads await:
Baker Lake, Boulder Falls,
Stateline Trail, Trapper Peak
and Lake Como.
For guests interested in the
local history, the following
places make a wonderful day
drive from Triple Creek Ranch:
• Lewis & Clark
continued on page 32
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